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When your dealership suffers a check on the spot to cover your f 
major loss from fire, hail, flood or entire loss. | 
other disaster, the last thing you No drawn-out battles. No red 
need is an insurance company with tape. Just quick action on the money 
slow reactions. At Universal you need to get your business 
Underwriters, we’re trained to come going again. 
to your aid. Quickly. Universal Underwriters. We're on 

Within hours of your call, our full alert 24 hours a day with the 
Major Loss Team is on the scene most complete dealership coverage 
evaluating your losses. Handling your money can buy. Call 
all details including salvage. And 1-800-821-7803 toll-free today for 
more times than not, we write a more details. 
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5115 Oak Street, Kansas City, MO 64112 
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An Early Spring 


Next month's annual NADA Convention and Exposition takes place at a pivotal point 
in the new business year for most dealers. 


Like tulips in the spring, the first faint signs of a business recovery have begun to 
appear. Interest rates continue to decline, the stock market is improving and the just- 
concluded holiday buying season looks to have been a modest financial success. 
Consumer confidence is flowering, and sales of new cars are on the rise. 


In the midst of this optimism, the NADA Convention is well- positioned to provide 
dealers with the combination of business ideas and contacts they need to unlock 
success during the coming business year. 


The convention's location, Las Vegas, provides an early spring for many dealers. 
As you may have heard, quality remains up and prices are down. NADA has 
negotiated room rates substantially below the standard Las Vegas prices. And, 
because of the business impact of our convention, special airline rates are also 
available to conventioneers. 


This year’s exposition is the largest NADA has ever put together. It covers more 
than 113,000 net square feet and provides dealers access to 200 companies offering 
quality products and services. From the latest in computers and software to special 
car-care products and high profit add-ons, this exhibition has what you need to 
succeed as a small businessman. 


Perhaps the most unique feature of the annual NADA convention, though, is our 
high-quality management education program—teally a dealer business school 
within the convention itself. The workshops remain the centerpiece of the 4-day 
show. They provide ideas and training to increase your profits. 


Attendees can choose from among 27 different sessions. And, for the first time, 
dealers who participate will be granted continuing education units (CEUs). Those 
who attend four or more workshops receive a certificate for future IRS considera- 
tions. 


When you consider the quality of the exhibits, NADA contacts, the business value . 
of the event, the host of recognized speakers and the bountiful supply of sparkling 
entertainment, the NADA Convention seems too good a value for any dealer to pass 
up. It’s the ticket to a bright, new business year. ‘a 


ave on convention airfare. A 25-percent discoutit is 
being offered by both Delta Air Lines and United Air- 
lines on regular round-trip coach fares to the NADA Con- 
vention in Las Vegas. Tickets must be purchased at least seven 
days prior to departure. If you live in a city served by Delta, call 
(800) 241-6760 (Georgia residents call (800) 282-8536) and 
mention the NADA Convention. If you live in a city served by 
United, call (800) 521-0810 (Michigan residents call (800) 482- 
0243) and mention NADA Account No. 3326. 
For up-to-date information on Convention activities, call the 
NADA Convention “Newsline” at (800) 241-0336 for a 2-minute 
recorded message. a 


NIASE marks 10th anniversary. NADA congratulates the 
National Institute for Automotive Service Excellence (NIASE) 
on its 10th anniverary. NIASE, a non-profit, independent or- 
ganization dedicated to improving the quality of automotive 
repair, was founded in June of 1972 and administered its first 
test series in November of that year. 

Gregory L. Sutliff, an NADA director and owner of Sutliff 
Chevrolet Co. in Harrisburg, PA, will serve as chairman of 
NIASE for 1983. John J. Pohanka, of Pohanka Oldsmobile Inc. 
in Marlow Heights, MD, has been appointed chairman of the 
new National Automotive Technicians Education Foundation, 
the education arm of the institute. Pohanka was the first chair- 
man of NIASE. a 


Future for electric vehicles. Continuing research to devel- 
op more sophisticated battery systems will result in an accel- 
erated market for electric passenger cars over the next decade, 
according to Predicasts Inc., a market research firm. 

The present range, speed and power limitations of electric 
cars have led to a low consumer acceptance level for the vehi- 
cles. But, says the study, with expected improvements in vehi- 
cle performance and battery technology, electric cars will 
soon progress from curiosities to viable alternatives to 
gasoline-powered vehicles. 

Predicasts projects shipments of electric passenger cars to 
increase from 5,000 units valued at $55 million in 1981] to 
800,000 vehicles and $12 billion in sales by the mid-1990s. 

The study sees the major market for electric cars as 2-car 
families who use their extra car for short-range driving. = 


Pontiac pace car for Daytona 500. A special commemora- 
tive 1983 Firebird Trans Am has been selected as the official 
pace car for the 25th Annual Daytona Stock Car Race at Day- 
tona International Speedway, Sunday, February 20. 

Pontiac first paced the Daytona 500 in 1959, and 1983 marks 
the 12th consecutive year that a Pontiac has been the official 
pace car for NASCAR. 

Pontiac plans to produce only 2,500 pace car replicas, 


2 which will be available in dealer showrooms in February. @ 


Scholarship donation. 
Five students will each re- 
ceive $500 Citizen Scholar- 
ship Foundation (CSF) 
grants this spring thanks toa 
$2,500 donation from the 
National Automobile Deal- 
ers Charitable Foundation 
(NADCF). The grants will be 
awarded by CSF to students 
who attend a private or inde- 


RR RIES SOR: Joseph Barry, left, NADA’s treasurer- 
BY. ; elect, presents a check for $2,500 to 
The donation to CSF was Irving Fradkin, founder of the Citi- 
suggested by Joseph A. zen Scholarship Foundation. 
Barry, NADA Director from 
Rhode Island, who is one of the founders of NADCF. The 
charitable foundation was started about six years ago and all 
its contributions come from dealers. 
Robert P. Mallon, chairman of NADCF, said the foundation's 
donation “serves all the citizenry well in preserving the quality 
of higher education.” bad 


Made in China. The next wave of foreign imports may come 
from China, if Paul Millius, head of China Trade Associates 
Inc., of Portland, OR, can work out the details. Millius is trying 
to bring the Beijing, a Jeep-like utility vehicle to the U.S. 

“We think that there is a major worldwide market for this 
kind of tough little rig, which is marked by a minimum of frills, 
4-wheel drive capability and years of proven reliability,” says 
Millius. 

Millius plans to bring the car and pickup models, manufac- 
tured by the Beijing Automobile Works, to the U.S. in easily as- 
sembled kits to keep costs below $6,000 per unit. 

The Beijing comes in four different body styles, and a variety 
of colors. The standard powerplant in all four models is Beij- 
ing’s 2.4-liter, 4-cylinder engine with 75-horsepower capacity. 
The in-line engine is water-cooled. 

Millius is currently setting up a nationwide dealer network, 
with emphasis on establishing West Coast outlets. If he re- 
ceives EPA approval, Millius plans to import about 5,000 Beij- 
ings in 1983. 5 


First Nissan facility in U.S. Nissan is currently constructing 
a $500-million facility in Smyrna, TN. This operation, Nissan’s 
first U.S. manufacturing venture, is scheduled to produce 
156,000 light trucks annually beginning in August 1983. 

Ten U.S. companies have received contracts to supply com- 
ponent parts for the Nissan trucks to be manufactured at this 
facility. 


THE ONLY TOOL 
YOU NEED TO INSTALL 
AC CRUISE CONTROL 
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No pliers. No wrenches. Just your handy GM terminal and a deftly placed finger to light up “K-35” on the readout 
panel—and you've got these important AC benefits: 


e AC Cruise Control offers extra profit to the dealer...added value 
to the customer at resale time (according to current Blue Book, 
Red Book and N.A.D.A. Used Car Guides). 


¢ With cars getting smaller, AC Cruise Control offers a comfort 
advantage prospects are looking for and appreciate. FACTORY-INSTALLED 


Next time you order GM cars, . 
order AC Cruise Control, the profit option. 


¢ AC Cruise Control can be set to maintain lower fuel-saving speeds. » AC CRUISE CONTROL. 

¢ AC Cruise Control provides the added convenience of the Se t——— HE GM QUALITY 
RESUME feature. YOUR CUSTOMERS DESERVE. 

© AC Cruise Control is specifically engineered for the GM car or AC Spark Ping Division 
light truck in which it is factory-installed. 1300 N. Dont Highveey, Fine, Michigan 48556 oBa 
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We've put it all together 
so GM Dealers can do it all. 


General Motors Acceptance Corporation practically Ways to make it easier for you to merchandise cars and 
invented automotive financing. When we set up shop trucks. Ways to make it easier for your customers to buy, 
over 63 years ago, car financing was almost unknown. lease or rent them. 

Since then, thousands of GM Dealers (and millions Whatever your financing requirements — retail, 
of new-car buyers) have come to depend upon GMAC wholesale, leasing, daily rental or a capital loan —GMAC 
for their financing needs. As a matter of fact, we’ve is ready with plans and know-how to help make your 


extended more automotive credit than any other financial dealership the trans- 


institution in the world. That makes us your most portation center in G&S MAC 
experienced automotive credit source. your community. 

And we’ve continued to anticipate your needs by We’re committed to THE FINANCING PEOPLE 
expanding our services in new and innovative ways. helping GM Dealers do it all. FROM GENERAL MOTORS 
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Consistent, dependable source. | 
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RENTAL 


Extra income from rentals. 


Complete Dealer Financing Services 
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State Truck Associations 


t is somewhat surprising that there are not more state and 
local organizations for truck dealers. While many truck 
dealers belong to state automotive associations, most do 
not have the opportunity to belong to truck-oriented groups at 
that level. A few state dealer associations have distinct truck 
divisions, however, and these have been of real value to truck 
dealers. 
There are many good reasons for developing a truck dealer 
program at the state level, and getting one started is not as in- 
volved as one might think. 


time and expense. 

Ray Crawford, a Ford dealer from Houston and former chair- 
man of the Texas Truck Dealers Association, emphasizes the 
value of state meetings. “Whenever the Texas Truck Dealers 
get together, we find that we solve common problems that we 
couldn't see on our own. Being close geographically, we face 
similar market experiences.” 

The Texas Truck Dealers meet each year as part of the Texas 
Auto Dealers Convention. They join the car dealers for many 

functions, but also conduct 


Truck dealer groups Cam a separate meetings. 


often become associated with 
existing state car dealer groups. 
In many cases, these organi- 
zations would welcome truck 
dealers as members and ex- 
pand their services in order 
to attract them. 


Service is the No. | reason, Grapsy, an 


for developing a local or- 

ganization. This includes such activities as tag and title ser- 
vices, but primarily involves monitoring and interacting with 
state governments. Franchising laws, consumer bankruptcy 
statutes, small business legislation and regulations and high- 
way taxation and construction issues are some of the ongoing 
concerns dealers face. 

While many of these legislative issues are of interest to both 
car and truck dealers, some, such as highway taxation and 
truck regulation, are crucial to truck dealers. Specifically, 
truck taxation has been a hot issue at the state level in the past 
few years. Many states are planning to significantly increase ta- 
xation on medium- and heavy-duty trucks. It is important that 
truck dealers have a voice representing them in these deci- 
sions. 

Another reason for developing state truck dealer organiza- 
tions is the value a dealer gains by interacting with others. 
Dealers exchange ideas and make valuable contacts wherever 
they meet, but when they meet on the local level they interact 
with peers who face similar conditions. Another advantage is 
that dealers can attend these functions without a lot of travel 


“A good reason for starting a state 
truck association is the value you 
gain by interacting with others.” 


Crawford believes access to 
the resources of the state as- 
sociation is a big plus for 
truck dealers. 

Another dealer who is a 
strong supporter of state 
truck organizations is Ray 
International 

Harvester dealer from 
Pottsville, PA. Grapsy is chairman of the Pennsylvania Truck 
Dealers Association, (PTDA), a division of the Pennsylvania 
Automotive Association. Grapsy reiterates that interaction 
with state government is important. “PDTA parallels on the 
state level the national efforts of NADA’s American Truck Deal- 
ers Division,” he says. 

Other advantages to PDTA members include a separate 2- 
day convention held each year, cooperative buying services 
and a local 20-Group service for small dealers. 

Because the advantages of state associations are many, 
dealers in states without such groups may want to get them 
started. The best way to go about it is to contact your state au- 
tomotive association. In most cases, the structure for setting 
up truck associations already exists. Dealer involvement is all 
that is needed to get things moving. 2) 


This column is prepared exclusively for AE by David Paxson, director of NADA's American 
Truck Dealers Division. All comments or questions pertaining to this column should be 
mailed to: Truck Focus, automotive executive magazine, 8400 Westpark Drive, Mc- 
Lean, VA 22102. 


i o 


= 


SPR Sig Ea 


Double Auto-Body Life, 
Double Car-Care Profits SS 


with the original European 
wax-base rust preventive 


(WHY GAMBLE WITH UNPROVED IMITATIONS?) 


e Proved worldwide for 43 years, by = ® Exclusive insured $2000 car-life 
60,000 car dealers in 104 countries. transferable limited warranty. 
Tested by 12 elite car manufacturers — © Stops further rust in used cars or 
and 24 test labs. Acclaimed “superior — trucks. Pro-rated limited warranty. 
...for crevice penetration. ..resistance 
to corrosion...exceeding military 


¢ No holes to drill in car. No separate 
area needed, no venting. 


requirements.” bua 
e A high technology compound of Si ae : 
imple application with only one 
waxes and anti-rust electrochemicals. iashicgiay sila ly one gun <i 
No silicones or tar. No odor, mess, and two wands, costing under $250. 


nor drip. ‘ a) 
Jet-atomizes to electro-bond inside pockets and } : 
recesses inaccessible to ordinary rust preventives. 


1] Hood 


Headlight Cavities 
Fender Lips 

Front Fenders 
Quarter Panels 
Doors 

Rocker Panels 
Subframe 

Trunk Area 

Trunk Lid 


Tailgate 
(station wagon) 


PLUS a Total 


S600800000 


FAB-GARD 


{ O Paint Sealant a Upholstery Undercoat 
nner- uter- Hardens to glass- é Protection Rubberized sound 
like armor to pro- , \ Clear-coats fibres insulation. A full 
U nder tect against fading } and threads corrosion shield, 
a or discoloration Z Waterproof, soil effective against 
Protection No more waxing ’ repellent. ‘Beads pebble abrasion 
or polishing ; up” spills for easy 
wipe-off. Preserves 
System showroom newness ee 


Be first in your area to phone for the AUTOMOTIVE INTERNATIONAL Car-Care Profit PROGRAM. 
SEE US AT NADA BOOTHS 660-710. 


Exclusively distributed and serviced in the 
Caribbean, North America, Australia, and New Zealand by 


AUTOMOTIVE INTERNATIONAL, INC. 


11308 Tamarco Drive, Cincinnati, Ohio 45242 
NAL ING; , 
INTERNATIONAL, INC Phone: toll-free 1-800-543-7156. 

(In Ohio or Canada, collect: 1-513-489-7883) 
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Proudly Presents 


The New Dealer Insurance Programs 


© COMPLETE DEALERSHIP INSURANCE, 


® POTENTIAL PREMIUM SAVINGS BY 
INCLUDING GARAGE LIABILITY, CONSOLIDATING SPECIALIZED COVERAGES 
PROPERTY WORKER ’S © POTENTIAL DIVIDEND AS RESULT OF 
COMPENSATION, LEASING AND RENTAL 


INDIVIDUAL AND GROUP EXPERIENCE 


® NO COST TO THE DEALER 


® CURRENTLY OFFERING 12% TAX DEFERRED snes se py 
EARNINGS SOCIAL SECURITY BENEFITS AND/OR 


® VOLUNTARY OPPORTUNITY FOR DEALERS 


RETIREMENT PROGRAMS WITH AS 
LITTLE AS $5.00 A WEEK. 


SEE US AT THE NADA SHOW, LAS VEGAS.. BOOTH #428 


Reaching Out 


ost automobile salespeople I’ve known have been 

extroverts. Affable, outgoing, genial—they are the 

kind of personalities who make easy conversation 
and put a prospect at ease. 

But not all car salesmen are like that. Through the years, I've 
met a number I would call loners. They were shy. They knew a 
great deal about their product—its features and advantages— 
and also a great deal about their competitors’ vehicles. Not 
only were they competent and capable when it came to prod- 
ucts, they were knowledgeable about selling strategies as 
well. They knew how to conduct good product presentations 
and well-planned demonstration rides, and also how to field 
objections while attempting to close a deal. 

They were simply shy and withdrawn. These are the type of 
salespeople that don’t have much to say at Monday morning 
sales meetings. 

The truth is that there are more of these personalities than 
we think. Psychologists have discovered that deep within most 
of us, especially the extroverts, hides a shy introvert. Extreme 
examples of this inner loneliness appear in people with in- 
feriority complexes, including those who hide their insec- 
urities with superiority behavior. But, I’m not concerned with 
those extremes. 

It’s to the average “loner” that I’m speaking. 

I say to all of you: “Stretch out. Stretch way out.” 

Is there a better feeling than that which comes when you 
take a good stretch? You reach way up, extending your spine, 
standing on your toes, stretching every muscle in your body. 
Each one begins to loosen and relax. And, you're a better per- 
son for it. 

I don’t believe there’s anyone anywhere in this great country 
who doesn’t know what you mean when you say “seventh-in- 
ning stretch.” It's as much a part of baseball and America as 
hot dogs and peanuts. 

One of the secrets of selling yourself is learning how to 
make a seventh-inning stretch a part of your life—both your 
personal life and your professional life. 

I spoke to a car and truck salesman recently who said, “Joe, 
I'm in a first-class dealership. But I don’t seem to be a part of 
the sales force. I feel like I'm on the outside looking in. And I 
feel that way about my customers, too. | feel like I’m with them 


on the sales floor, but . . .” 

“What you're really saying is that you're not doing as good a 
job of selling yourself to the other salespeople and to your cus- 
tomers as you'd like,” I said. 

“I suppose you could put it that way.” 

We talked further and I soon learned Ralph’s problem 
wasn't with his sales manager or the dealer himself. Itwas sim- 
ply that he felt like a stranger with his fellow employees, as 
well as with prospects and customers. He was shy and his shy- 
ness had built a wall between himself and others. 

“Stretch,” I told him. 

“What?” 

“Take a seventh-inning stretch. But, instead of stretching 
out, physically—stretch out, mentally. Change your attitude.” 

I suggested that he stretch his viewpoints about others, to 
reach out each day a little farther and touch the lives of other 
people. Ralph felt he had no contact; he did not know that the 
answer to being a loner is to reach out to others rather than 
waiting for others to reach out to him. 

You cannot touch others unless you reach out. You must 
reach out to your co-workers and you must reach out to your 
customers. It takes stretching to make contact, but it is won- 
derful exercise. 

Here are some ways to reach out. They are simple but effec- 
tive. Ask a fellow salesman about his favorite hobby, or ask 
him what he likes to read. Ask a customer about his favorite 
baseball or football team, or ask if he or she has seen the latest 
film. And, share your own likes. Look forward to such exer- 
cises as you would to a pleasurable seventh-inning stretch. 
That's the best way to topple any walls or barriers between you 
and others. 

The more you reach out to others and the more you lengthen 
your stretch, the more people you influence. After all, that's 
what selling yourself is all about—influencing others. You 
don't have to knock down walls; with stretching you can scale 
them. 0 


This column is prepared exclusively for AE by Joe Girard, named the World’s Greatest Sales- 
man 12 times by the Guinness Book of World Records. All questions or comments pertaining 
to this column should be mailed to: Selling Yourself, automotive executive magazine, 
8400 Westpark Drive, McLean, VA 22102. 


“Greater Efficiency in the Small Office;” 
by Porter Henry and Joseph L. Kish Jr.; 
Addison-Wesley Publishing Co.; 
Reading, MA; 1982; 210 pages; $18.95 


hough there are dozens of books about office manage- 

ment, most of them concentrate on how corporate 

grants can improve efficiency and control costs. “Great- 

er Efficiency in the Small Office,” however, is one of a handful 

of books written specifically for small business owners. And it 
may well be the best of the lot. 

Small business owners tend to overlook the importance of 
management support to a well-run office. In many cases, the 
efficiency of an office is dependent upon the personal work 
habits of the owner. If the owner is well-organized, his or her 
office will be efficient, as well. The reverse is also true. 

Running an office efficiently can also make a big difference 
in a small business’s profits. As the authors point out: “A 10- to 
15-percent increase in the efficiency of an office can produce a 
doubling of profits.” Sound impossible? The book points out 
case after case proving it can happen. 

“Greater Efficiency in the Small Office” also discusses im- 
portant topics such as time management, work simplification, 
employee relations, telephone costs and computer equip- 
ment. In short, nearly every topic relating to the management 
of a small office is discussed. 

Some of the points, however, are more crucial than others. 
Included in this category are the guidelines for managing em- 
ployees’ time better. Say the authors: “Most people do not 
know where their time really goes, they spend time as if they 
had an unlimited amount of it and they do not budget and con- 
trol their use of time.” The authors offer simple, sound tech- 
niques for using time more efficiently. For example, “Work 
should be delegated to the lowest paid employee capable of 
handling it.” Suggestions for accomplishing this are offered. 

The real strength of this book lies in its simplicity. You won't 
have to spend more time monitoring your methods than it 
takes to do the tasks in the first place—a common mistake 
with many large organizations. 

There is a weakness in the book, but it’s by no means a glar- 
ing one. Some of the chapters, such as the one on computer 
equipment, contain virtually no references for readers seeking 
additional information. Yet, the chapter on training employ- 
ees, which takes up only four pages, offers five references to 
other books about the subject. It’s an unbalanced situation 
that ought to be corrected in future editions. 

Although $18.95 may seem a big price, “Greater Efficiency in 
the Small Office” offers.a banquet of usable ideas for a fraction 
of the cost of an office party. | recommend it as a good starting 


10 place to help you cut office overhead and boost efficiency. 1) 


Here are the current Top Ten best-selling books for business. 
ie list is based on sales figures obtained from sae 


1) “The Official MBA Handbook;” by John Fisk and Robert 
Barron; Simon & Schuster; $4.95 (1) 

___ Asatirical look at business and business schools. : 
2) “The One Minute Manager;” by Kenneth Blanchard and 
_ Spencer Johnson; Morrow; $15.00* 

How to yourself and your co-workers. 
; 8) “he SoulofaNew Machine Tracy Rede Avon $8.85 

"yt 

The creation and awakening of the microcomputerized age, 
4) “A Book of Five Rings;” by Miyamoto Musashi; Overlook _ 

Press; $5.95 (3) 

Ae ene Stee ht ee 


ih “sHonsa ‘chain Aah ok Selling by Tom Hopkins: 
Warner Books; $7.95* ° 
Atop sales trainer offers an approach to sales success. 
6) “What Color is Your Parachute?” by Richard N. sarap 
Speed Press; $7.95 (6) f 
How to change careers and jobs. 4 
. 7) “William E. Donoghue’s Complete Money Market Guide;” ¥ 
by William E. Donoghue with Thomas Tilling; Bantam — 
Books; $3.50 (4)t 
f. Comprehensive “how to” for money market investors. 
8) “The Three Boxes of Life;” by Richard N. Bolles; Ten Speed 
Press; $8.95* 
Pitfalls in a career and how to avoid them. 
9) “The Changing World of the Executive;” by Peter Drucker; 
Times Books; $16.95* 
The godfather of corporate life updates his thinking. 
10) “Theory Z;” by William G. Ouchi; Addison Wesley; $12.95 
(7) 


How to boost business productivity. 


(_) = indicates last issue's position 

* = indicates a book's first 

+ = indicates a paperback previously on the list as a 
hardcover edition 


This column is prepared as an automotive exclusive for AE by Henry Holtzman, a nationally 
known business writer. All comments or questions pertaining to this column should be 
mailed to: Business in Print, automotive executive magazine, 8400 W 

McLean, VA 22102. 
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Your ticket to ride... 


Let Premier Editions luxury motorvans be your ticket to 
ride to the 1983 NADA Las Vegas show. You and a guest 
will travel to Las Vegas all expenses paid, just for ordering 
during our special NADA Show offer. This Las Vegas 
‘Ticket To Ride’’ offer expires soon, SO call us collect 
today at (219) 262-4477 for more information and a full 
color brochure on the most luxurious motorvan you RSIS aA 
can sell - Premier Editions. of quality. 


pool Chassis in stock on Ford, Chevrolet, and GMC. 


26560 Windsor Avenue, Elkhart, IN 46514 
Telephone (219) 262-4477 or (219) 262-1124 
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runk driving is a national epi- 
demic. An estimated 250,000 
people have been killed in alco- 
hol-related crashes in the past 10 years, 
five times the number of Americans 
killed in the Vietnam War. Another 
650,000 people are seriously injured 
each year in drunk driving collisions. 

What can a dealer do to help combat 
the problem? 

To begin with, dealers can personally 
add momentum to the anti-drunk driv- 
ing movement sweeping the nation by 
speaking about the consequences of 
drunk driving and recognizing the need 
to take swift action to deter it. More and 
more dealers are distributing bumper 
stickers, talking to community groups 
and lobbying for stiffer penalties and for 
preventive programs, too. And they’re 
making a big difference. 


NADA Joins Effort 
A year and a half ago, NADA introduced 
its own public awareness program enti- 
tled, “If You’re Not Sober . . . Pull Over.” 
The dealer program helps raise the pub- 
lic’s awareness of the social costs and 
other personal tragedies surrounding 
drunk driving. Through NADA, state and 
local dealer associations can order pro- 
gram materials to conduct anti-drunk 
driving campaigns in their areas. High- 
way billboards, showroom posters and 
radio spots designed to spread the mes- 
sage are available for a nominal fee. 
The billboards picture a small, sad 
child and the caption, “Daddy, if you’re 


not sober . . . please pull over.” Space 
is left for the name and logo of the spon- 
soring group. The billboards, obvi- 
ously, are intended to reach motorists 
while they’re in their cars—and to con- 
vince drunks to get off the road! 

NADA’s showroom posters carry the 
same message as the billboard but with- 
out the photograph. Local dealers can 
tie in with the national association pro- 
gram by displaying the 6- x 8-foot poster 
in a prominent location. Public-service 
radio spots available to dealers from 
NADA provide additional exposure. The 
association produces the 30-second an- 
nouncements with the cooperation of 
local radio stations, often using a local 
personality as narrator. 

“Vehicles were never meant to be 
weapons placed in the hands of people 
who are unable or unwilling to separate 
drinking from driving,” noted NADA 
President George W. Lyles in a speech 
before a meeting of the President's 
Commission on Drunk Driving this past 
November. He explained to 30 Commis- 


by Libby Dolvin 


sion members, representing Congress, 
the judicial system and industry groups, 
that franchised new-car and truck deal- 
ers feel a special concern. “After all, the 
cars and trucks we sell enable millions 
of Americans to earn a livelihood, use 
leisure time and create the mobility our 
modern society thrives on.” 

The Commission, chaired by Mas- 
sachusetts Governor John Volpe, was 
formed last April to heighten public 
awareness of drunk driving. 


State and Local Programs 

Many state and local automotive trade 
associations have joined NADA in the 
campaign against drunk driving. So far, 
dealer groups in 10 locations have im- 
plemented the NADA program: Hawaii, 
Pittsburgh, South and North Carolina, 
Washington state, lowa, Milwaukee, 
Cincinnati, Buffalo and Illinois. 

“We saturated the market with our 
spots on 14 radio stations,” reports 
Thurm Brendlinger, manager of the 
Pittsburgh Automobile Trade Associa- 
tion. This local group, the first to coordi- 
nate with NADA’s “If You're Not 
Sober . . . Pull Over” program, also put 
up 70 billboards in the Pittsburgh met- 
ropolitan area during its 6-week cam- 
paign last spring. Two local billboard 
companies, associate members of the 
auto association, donated space. 

“We only paid for the billboard paper 
and the NADA radio spots—a total of 
$2,500,” Brendlinger notes. He and his 
114 participating dealers were so 
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pleased with the public’s reaction that 
they are considering running the cam- 
paign again to add emphasis to recent 
federal legislation. 

Three other local groups planned 
campaigns to coincide with the holiday 
season, a traditional time for partying. 
Carl Tedesco, executive vice-president 
of the Cincinnati Automobile Dealers 
Association, kicked off the group’s 2- 
month campaign at a press conference, 
co-sponsored by the Mothers Against 
Drunk Driving (MADD). More than 40 re- 
porters attended. 

“Our meeting was featured on all 
three networks that night, and feature 
articles appeared in many regional 
newspapers the following day,” 
Tedesco says. 

The dealer group bought space for 16 
billboards and another 14 were do- 
nated. Add in 85 of NADA’s showroom 
posters for participating dealers, and 
the entire program cost $8,000. The Cin- 
cinnati group is now planning TV spots 
featuring the NADA-designed billboard. 

The Niagara Frontier Automobile 
Dealers Association launched its anti- 
drunk driving program in December ata 
jail in Erie County, near Buffalo, NY. 
“We served non-alcoholic cocktails to 
emphasize that there are alternatives to 
drinking alcohol,” says Dick Welte, ex- 
ecutive vice-president. 

The New York State Department of 
Motor Vehicles provided help in the 
holiday campaign. “They gave us 
printed materials for showroom use, to 
supplement our NADA posters,” Welte 
says. The group of 121 dealers plans to 
conclude its push for safer driving with 
a display booth at the local auto show in 
mid-February. The booth will feature 
demonstrations of a “breathalizer” by 
the county sheriff. 

North Carolina’s Automotive Trade 
Association put up 242 billboards dur- 
ing its holiday campaign. “We were very 
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pleased with the reaction to these 
billboards across our state,” said Wade 
Issacs, the association’s president. The 
dealers first proposed the program at a 
meeting of the North Carolina Advertis- 
ing Association, whose members 
ended up donating space. The dealers’ 
cost was only $20 for each poster. 

Metropolitan dealers in Washington, 
DC, set up their own program in Oc- 
tober, 1981, called Dealers Against 
Drunk Driving (DADD). According to 
spokesman Robert Fogarty of Sport 
Chevrolet, Silver Spring, MD, the group 
has a collection of information that 
other dealers are welcome to use. “My 
advice to any dealer group interested in 
starting a campaign is to call me. [could 
help them avoid some of the mistakes 
we made,” Fogerty suggests. 

DADD has already supplied 160 
NADA posters to local auto dealers. In 
addition, the group provides special 
wallet cards showing “know your limit” 
tables, auto litter bags imprinted with 
“know your limit” charts and letter-sized 
versions of the DADD display. All of 
these items are designed with space for 
the name of the sponsoring dealership. 

Fogerty cautions those dealer groups 
planning programs to tailor the ap- 
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proach to their local market. “The pub- 
lic doesn’t expect dealers to be spon- 
soring programs like this,” he says. 
“We've had favorable reactions to most 
of what we've tried, but I don’t think 
every idea will work in every location.” 

Dealers Against Drunk Driving, which 
is sponsored by the Automotive Trade 
Association National Capital Area, has 
already sent press kits describing the 
program to dealer groups in Florida, 
New Jersey and Wisconsin. 


State Incentives Now Available 
Legislation designed to help state and 
local governments toughen drunk driv- 
ing laws was recently enacted by Con- 
gress. The federal bill provides $125 
million worth of funding incentives for 
states that enact certain provisions. To 
qualify for these financial incentives, 
States must enact the following: 

© Automatic 90-day suspension of a 
driver’s license for the first drunk driv- 
ing incident. 

@ One-year suspension for second or 
subsequent offenses. 

@ Minimum 2-day jail term or 10 days 
of community service for drivers con- 
victed for a second or subsequent drunk 
driving offense. 

© Establishment of 0.1 percent blood 
alcohol as the level constituting drunke- 
ness. 

@ Increased enforcement of drunk- 
driving laws, including public-informa- 
tion programs. 

The legislation, which reflects the 
trend toward more rigorous sanctions 
for drinking and driving, would never 
have passed without grassroots support 
from a variety of citizens’ groups, in- 
cluding franchised automobile dealers. 


Why You Should Join the Effort 

This year, another 25,000 people will 

die because of drunk drivers. On a typi- 
(Continued on page 54) 


WHEELWAYS. 


The Ultimate 
Insurance Package 


thatS Exclusively 
YOUrS. 


Wheelways. Exclusive because it is one of the first 
comprehensive insurance packages designed for automobile 
dealerships plus leasing and rent-a-car companies. 


Wheelways. Ultimate because one convenient package gives 
you all the unique and essential coverages you need at 
substantial cost savings. All risk protection on buildings and 
contents. Business interruption. Extra expense insurance. 
Comprehensive liability including truth in lending errors & 
omissions and consumer complaint coverage. Full crime 
protection. Vicarious liability. Leasing and rent-a-car insurance. 
Residual value coverage. And much more. 


Wheelways. Easy because it eliminates the paper work, monthly 
reports and red tape when there's a claim. Efficient because it 
provides you with more services than ever before available. 
Interest-free monthly billing. Monthly loss runs. Toll free claims 
service. The convenience of a local agent. Low interest rate 
financing for rent-a-car companies. And much more. 


Wheelways. Developed especially for you by the innovative 
professionals — with 25 years’ experience — The Maguire 
Insurance Agency. And available exclusively from their 
nationwide network of independent insurance agents. 


Wheelways. The ultimate insurance package that’s exclusively 
yours — all at a pretty terrific price. 


For more information or the name of your local Wheelways Agent, 
call or write The Maguire Insurance Agency, Inc., 259 East Lancaster 
Avenue, Wynnewood, Pennsylvania 19096 + (215) 642-8400. 
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mia MAGUIRE INSURANCE AGENCY INC. 


259 East Lancaster Avenue * Wynnewood, PA 19096 
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The Affordable Key 300 Desktop Computer System 


A Space Saving Desktop Computer With An Integral Video Display 
Priced For Dealers Selling As Few As 35 New & Used Cars Per Month 
Provides Unlimited Data Processing For A Low Fixed Cost 

Designed To Serve Every Department Of The Dealership 

Compatible Approach For System Expansion As Dealership Grows 


See Us In Las Vegas At NADA 
Booth# 1375-1377, 1425-1427 


Operational Advantages Of The ATS Approach To Systems Design 


Easy to use — Screen input guides operator step by step 
Integration — Data entered once, updates all related files 
Real Time — Related files are updated at time of input 
Programmed Job Stream — Controls the processing cycles 
Credibility — Audit trails assure system integrity 

Security — User ID controls access to programs and files 


AUTO TELL SERVICES, INC. 


771 E. Lancaster Avenue, Villanova, Pa. 19085 
(800) 523-5103 In Pa. (800) 362-5538 
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Featuring hardware from JTexas Instruments 
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Individual Shareholder Rights 


s a shareholder, you not only share ina corporation’s 

fortures, you have a voice. You can vote on proposals, 

elect directors and attend annual meetings. Such 

participation is your passport to a better understanding of the 
business world. 

Many corporations rotate the annual meeting location from 
year to year to foster shareholder participation. By attending 
the annual stockholders’ meeting, you can form your own im- 
pressions of senior management, hear how they view the com- 
pany’s prospects and ask questions from the floor. You also 
have an opportunity to talk with other shareholders, meet 
board members and officers, see product introductions and 
hear announcements that you would otherwise have to wait to 
read about in tomorrow's newspaper. 

While annual meetings are informative, there are other 
sources to help you evaluate the company and your role as a 
shareholder. 


Annual and Quarterly Reports 

The annual report gives shareholders and the financial com- 
munity information on the financial health, philosophy and fu- 
ture plans of a company. Over time, U.S. corporations have 
continually improved on this document. Today, most annual 
reports are well-written and easy-to-read. They are filled with 
charts and other visual devices to help translate the facts and 
figures that relate to the company’s progress. 

Many annual reports now go an extra mile to paint a fairly 
complete picture of the corporation—with historical over- 
views, outlines of various divisions, biographies of key mana- 
gers and photographic essays on products, and facilities. 

Although not required to do so, most companies also distri- 
bute to their shareholders a quarterly report presenting finan- 
cial highlights of the quarter just passed. 


Forms 10-K and 10-Q 
Providing greater detail than the annual report to shareholders 
is the Form 10-K report, which all publicly held companies 
must file with the Securities and Exchange Commission (SEC) 
every year. Form 10-K contains information about the number 
of outstanding securities, the background of the company’s 
management and board of directors, stock ownership of offi- 
cers and directors and legal proceedings. 

If you're interested in seeing a copy of 10-K, write the com- 


pany’s secretary. There is generally no cost to shareholders, al- 
though the company may charge for providing exhibits, 

In addition, shareholders may request another document, 
called the Form 10-Q. This provides information similar to 
Form 10-K and is filed with the SEC in each of the first three 
quarters. Corporations make available the 10-Q on request to 
stockholders. Some of the same information is also available 
from the stock exchange that lists the company’s securities. 

The company’s bylaws and charter are also generally avail- 
able by written request. These outline the procedures by 
which the company conducts itself. 


Special Privileges 

Many companies provide special privileges to shareholders, 
such as VIP plant tours and telephone hotlines for shareholder 
questions. At their annual meetings, many consumer goods 
companies provide samples of existing and new products 
and, occasionally, of products sold only overseas. Some 
companies hold private meetings with selected shareholders 
to hear their views; others may ask private investors to evaluate 
potential new products. 

Many publicly held companies offer shareholders automa- 
tic dividend reinvestment. With this plan, the company uses 
your dividend to buy you more stock, instead of sending you a 
check for the dividend payment. Shareholders sometimes re- 
ceive up to a 5-percent discount on the stock price and avoid 
brokerage fees, although there may be a small service charge. 
The prospectus that comes with the dividend reinvestment en- 
rollment card provides details. 

Shareholders also have a friend in Washington, DC. The 
Securities and Exchange Commission has information on all 
publicly held companies and can help answer certain ques- 
tions. For further information, write the Office of Consumer Af- 
fairs and Information Services, Security and Exchange Com- 
mission, 450 Fifth St., N.W., Washington, DC 20549. 

As a shareholder, you do have influence and rights—as well 
as Certain privileges. You worked hard to earn the money to 
buy stocks; you need to apply the same energy to preserving 
your investment. 0 


This column is prepared as an automotive exclusive for AE by Bill Waters, Director of Market. 


ing Services with Merrill Lynch, Pierce, Fenner & Smith. Reader comments and inquiries 


should be sent to: Money Sense, automotive executive azine, 8400 W. tpark 
Drive, McLean, VA 22102. ic ” 
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efore gambling was legalized in 

1931, there was a sleepy little 

watering hole along the Union 
Pacific Railroad tracks called Las 
Vegas, NV. The hub of action in this 
dusty desert village of 2,500 souls was 
the 5-block business district along 
Freemont Street, the only paved road in 
town. And the only neon sign hung over 
the Oasis Cafe. 

The little town has changed. 

Today, Freemont is the most brightly 
lighted street in the world. It’s literally 
bathed in neon light from nearby 
casinos, hotels and restaurants. In an 
almost carnival atmosphere, a constant 
whir of casino action spills out onto the 
sidewalks. Farther down Las Vegas 
Boulevard, on “the Strip,” there is more 
glitter, gambling and glamour, all of 
which has earned Vegas the rightful title 
of “Entertainment Capital of the World.” 


This year, the city expects to attract 
more than 12 million visitors. 

Next month, from February 12 to 15, 
NADA and its members will become a 
part of those statistics as the 1983 NADA 
Convention and Exposition opens in the 
sprawling Las Vegas Convention Cen- 
ter. The fun and gaiety of Las Vegas will 
be an appropriate setting for what NADA 
anticipates as a year of recovery and 
profit for the country’s automobile and 
truck dealers. 

NADA will be helping to make this 
happen through its slate of 27 work- 
shops, a distinguished lineup of speak- 
ers and, of course, the Exposition 
—the biggest ever. 

Through a variety of gaming medi- 
ums—blackjack (“21”), poker, bac- 
carat, craps, roulette, wheel of fortune 
and keno—Vegas will be happy to sepa- 
rate you from your hard-earned busi- 
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ness dollars. If you are a_ positive 
thinker, or just plain lucky, this may be 
the place to strike it rich. Gambling with 
a capital “G” is still the prime attraction 
here, and it is literally everywhere ex- 
cept the churches. You can even take a 
chance on slot machines with payoffs 
exceeding $300,000! 

Las Vegas has also made an art of en- 
tertainment. Its shows feature the 
biggest stars—even Ronald Reagan ap- 
peared in 1954—and most unusual 
staging techniques, costumes (or lack 
of them), music and dance. Your hotel 
will provide you with current informa- 
tion, but generally there are two major 
shows nightly in each showroom. 

It is worth noting, however, that es- 
calating costs are not peculiar to the au- 
tomobile business. Vegas, too, has ex- 
perienced some dramatic increases in 
salaries alone. For example, Liberace 


° 
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was paid $1 500 a week in 1947, as com- 
pared with Dolly Parton's $350,000 for a 
7-day stint last year. This is one of the 
reasons that casino owners have shifted 
from big names to big shows. But while 
it may be harder to find your favorite 
crooner, the shows offered are bigger, 
better and more innovative than ever. 

For the hungry, there is the best steak 
this side of Texas or Kansas City. There 
is also excellent cuisine from the dining 
capitals of Europe and Asia, and, of 
course, McDonald’s for the homesick or 
those in a hurry. Budget-minded visitors 
will find the best prices in downtown 
Las Vegas. 

As far as dress, there is one basic 
code in Las Vegas: comfort. Otherwise, 
anything goes—from denims to desig- 
ner wear. For February, light outerwear 
is the order. A raincoat should not be re- 
quired since your chances of a bright 


AVAVATACATAUIVAT 


sunny day are 85 percent. You are a 
gambler, right? 

Needless to say, the mild climate also 
makes for enjoyable recreational ac- 
tivities, and the city complies with 14 
championship golf courses, 15 indoor 
and outdoor tennis areas, numerous 
racquetball courts, swimming facilities, 
fishing and boating spots, as well as a 
variety of spectator sports. 

And if you like to spend your money 
shopping rather than on gaming tables, 
three indoor malls with hundreds of 
boutiques, specialty, jewelry and cour- 
ture shops are a short taxi ride from your 
hotel. Major hotels also feature their 
own shopping arcades lined with the 
most elegant names in fashion. 

To round out your trip to Las Vegas, 
visitors can choose from a wide variety 
of surrounding attractions, all available 

(Continued on page 23) 
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if you can find a better convention speaker... 


by Joan Rubin 


. hrysler Corporation—a company 


that was once on the leading 
edge of the worst depression the 
American automobile industry has seen 
in 50 years—is now on the leading edge 
of the industry’s recovery.” So says Lee 
A. lacocca, chairman and chief execu- 
tive officer of the once-ailing corporate 
giant. And it is lacocca himself who has 
been credited with bringing about 
much of Chrysler's turnaround. 
lacocca, known as a blunt, aggres- 
sive supersalesman, will be the keynote 
speaker at the first general session of 
the NADA Convention on February 12. 
lacocca is recognized as a colorful and 
informative speaker. 

Although his name has become 
synonymous with Chrysler, lacocca 
spent most of his career at Ford Motor 
Co. Starting as a salesman, he climbed 
the corporate ladder to president. 
lacocca was fired in 1978, by Henry 
Ford Il. Four months later, lacocca 
joined the failing Chrysler Corp. as pres- 
ident and chief operating officer. 

The steps Iacocca took to save 
Chrysler are well-known: an unpre- 
cedented $1.2 billion in loan guaran- 
tees he negotiated from the govern- 
ment; concessions won from the United 
Auto Workers union; drastic restructur- 
ing of corporate management; and a 
push to develop a smaller, front-wheel- 
drive vehicle. The introduction of the K 
car, in September, 1980, is seen by 
lacocca as the turning point in his com- 
pany’s fortunes. 

lacocca’s public image has had as 
much impact as his management deci- 
sions in the survival of Chrysler. An ad- 
vertising agency's decision to use 
lacocca in TV ads rather than a famous 
athlete or movie star succeeded beyond 
its wildest imaginations. The public im- 


22 mediately took to the hard-hitting super- 


salesman who looked them in the eye 
and challenged: “If you can find a better 
car, buy it.” The ads, apart from helping 
Chrysler, have made lacocca the best- 
known corporate spokesman in the U.S. 

In an interview printed in the January 
1982 issue of Automotive Executive, 
lacocca talked about the dealership of 
the future. He feels, first, that there will 
be fewer dealerships. “Where there 
were three, there are only going to be 
two, like it or not. Economics say that. 

“The other change is that more and 
more dealerships will start pooling their 
resources. No longer will you see 10 
dealerships in a town each with a sepa- 
rate service department, parts depart- 
ment and prep department. 

“That was OK when land was $2 a 
foot, but now it’s $15 a foot. The 
economics have become prohibitive.” 

lacocca sees dealerships in the future 
storing all parts in one central area, hav- 
ing one prep center and _ pooling 
mechanics. “Do everything in one place 
except sell the cars,” said Iacocca. 
“Each dealer can still be Mr. Chrysler in 
his area, and keep the local flavor, but 
the major expenses of space and equip- 
ment are shared. That's going to come 
in the next five to 10 years.” 

In that same interview, lacocca also 
stated his firm belief in the dealer's re- 
sponsibility to the consumer. “We 
could make a big start by training our 
guys in the basics,” he said. “We've got 
to train our salespeople on how to han- 
dle the public . . . It’s absolutely critical 
to be courteous. 

“We're in pretty good shape, as far as 
facilities and products, but we've got to 
improve on the way we treat our Cus- 
tomers,” lacocca said. “I wish all our 
3,800 dealers were good, but if half are 
good, we've got a hell of a nucleus. The 
other 1,900 have got to mind their man- 


ners and get better.” 

lacocca sees two priorities in his pri- 
mary role as head of Chrysler. “I worry 
about getting the right quality and prod- 
ucts for the people. That's the first prior- 
ity—always. 

“And the second priority is to make 
sure the dealer organization not only 
likes you but respects you. This kind of 
relationship is needed if dealers are to 
go to bat and do the things that have to 
be done in service and sales. 

“Put those jobs at the top. Everything 
else is secondary, because we exist 
only at the pleasure of our customers, 
who want transportation. They've got to 
be able to afford it and finance it; they 
want it to start in the morning; and they 
don't want to give an arm and a leg for 
good repairs. 

“Everything else is peripheral to help 
make sure those jobs get done. So | 
spend half my time with the product 
guys and half my time with the dealers.” 

lacocca seems to have gotten his 
priorities straight. In his four years as 
head of Chrysler, lacocca has brought 
the company back to financial health. 
Despite Detroit's worst sales depression 
in 50 years, Chrysler earned a second- 
quarter profit of $107 million in 1982 
and is expected to be profitable on an 
operating basis for the year. Chrysler 
has also accumulated a cash reserve of 
$1 billion, more than it has ever had, 
even in its best years. 

lacocca is high on the future of Amer- 
ican cars in general and of Chrysler in 
particular. He has said that, “In terms of 
overall quality and value, American cars 
can't be beat by anyone, anywhere.” 

Of his company he states that, 
“Chrysler has fought its way back to pro- 
fitability, and everyone associated with 
the company has reason to be proud.” 

Lee lacocca certainly is. O 


(Vegas from page 21) 
through regularly scheduled tours at 
reasonable prices. 

One of the most popular excursions 
is the half-day tour of nearby Hoover 
Dam, the highest concrete dam in the 
Western Hemisphere. Hoover backs up 
the largest man-made reservoir in the 
country, Lake Mead. The 115-mile-long 
lake has more than 500 miles of 
shoreline, and is an ideal spot for all 
types of water recreation and camping. 
Fishermen can delight in prize catches 
of rainbow trout, stripped bass, silver 
salmon and monster catfish, to name 
but a few. 

Visitors can also take in the magnifi- 
cent high-desert scenery in the Red 
Rock Canyon, 25 miles from town, with 
its Red Rock Escarpment, a 3,000-foot 
mass of rainbow-colored pinnacles and 
boulders jutting from the serene canyon 


floor. The Valley of Fire, with its blazing 
red sandstone formations, lies 50 miles 
north of Las Vegas, and offers the kind 
of scenery that looks as it were trans- 
ported from another planet. Mixed in 
are the remains of ancient Indian civili- 
zations and a mysterious legend or two. 

Within a 50-mile drive of Las Vegas 
are the ghost towns and abandoned 
mines of Potosi, Goldsprings, Sandy 
Valley, Eldorado Canyon and Search- 
light, where you can poke through the 
ruins for rocks, nuggets and other treas- 
ures. 

Even skiing fanatics can vent their 
energies atop Mt. Charleston, 12,000 
feet high and only 36 miles away. Here, 
you can also picnic, hike or go horse- 
back riding. 

If you want to go all out on your trip to 
Vegas, perhaps the most fascinating of 
all tours is the airline flight over the 


greatest chasm in the world, the Grand 
Canyon. Several airlines offer this trip. 

NADA’s Life Style Program will also 
be offering a tour, which includes shop- 
ping inthe Emporium, a shootout at Old 
Vegas, a visit (with samples) to the 
Ethel M Candy Factory and a “surprise” 
stop on your way back to the hotel. 

In addition, the Life Style Center will 
offer a series of seminars, including 
ones on acupressure techniques and 
personal color selection. 

For the figure conscious, the Life 
Style Center will feature a dancer to lead 
you through the warm-up exercises of 
the typical Las Vegas showgirl. Extras 
will include fortune tellers, hair dres- 
sers, manicurists and a sarsaparilla bar 
for relaxation. 

So come to Las Vegas for the NADA 
Convention. We're betting the experi- 
ence will pay off. It’s no gamble! C 
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ant to know what's new for 

83? Then make it a point to 

spend some time at the Equip- 

ment Exposition during the NADA Con- 
vention in Las Vegas, February 12 to 15. 

The Las Vegas Convention Center will 
house the largest exhibit in NADA con- 
vention history—113,000 net square 
feet. On display will be all the new 
“must-see” offerings in the automotive 
marketplace. 

The display will be mind-boggling in 
its enormity and range. From new ser- 
vice and diagnostic tools to business 
computers, protective products to lubri- 
cation equipment, insurance programs 
to advertising strategies, everything you 
need to increase profts will be there. 

The Exposition will be open four con- 
secutive days to enable you to visit at 
your convenience. The hours are: Satur- 
day, February 12, from 8:30 a.m. to 2:45 
p.m.; Sunday, February 13, from 11:30 
a.m. to 5 p.m.; Monday, February 14, 
from 9 a.m. to 5 p.m.; and Tuesday, Feb- 
ruary 15, from 9 a.m. to noon. 

The following list of exhibitors is ar- 
ranged in alphabetical order according 
to company name. 
Adesco-Minnehoma 
ADP Dealer Services 


Advantage Corp. 

Aiphone Corp. 

Allen Testproducts Division 
American Bankers Insurance Group Inc. 
American Business Lists Inc. 
American Custom Coachworks Ltd. 
American Hardware Mutual Insurance Co. 
American Motors Corp. 

American Unic Corp. 

American Warranty Corp. 

Amilite Corp. 

Ammco Tools Inc. 

ARA/Motorola 

ASC Inc./American Sunroof 
Audiovox Corp. 

Auto Care Center Inc. 

Auto Care Extended Services Corp. 
Autoleather Guild 

Automotive Age Magazine 
Automotive International Inc. 
Automotive Management Group Inc. 
Automotive News 

Automotive Service Consultants 
Auto-Tell Services Inc. 

Bailey Marketing Inc. (CECCATO) 
Balance Computer Corp. 

Bear Auto Service Equipment Co. 
Bee Line Co. 

Bell System (AT&T) 

The Bentley Corp. 

Benwil Industries 


Binks Manufacturing Co. 
Bivens Winchester Corp. 
Bivouac Industries Inc. 
Blackhawk, Applied Power Inc. 
Broadway Equipment Co. Inc. 
Build-All Corp. 
Bundy American Corp. 
Buske Industries Inc. 
Carecraft Industries Ltd. 
Carriage Conversions 
Cee-Gee Inc. 
Century Motor Coach Inc. 
Chapman Industries Corp. 
Chief Automotive Systems 
Chrysler Corp. 
Clarion Corp. of America 
Coin Financial Systems 
Contempo Vans 
Control Inc./Aids Inc. 
The Creative Advertising Co. 
Custom Trim Products 
Davis-Newman-Payne Advertising 
Dawn Enterprises Inc. 
DCI Computer Systems Inc. 
Delco Electronics Division 
Deluxe Molding Co. Inc. 
Detroit Autobody Equipment Inc. 
Display Data Corp. 
Durakon Inc. 
E & G Classics Inc. 

(Continued on page 26) 
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hen | was a child, | saw a 
movie about Sinbad the Sail- 
or,” says Ted Koppel, host of 
ABC’s late-night news program “Night- 
line.” “He had a glass ball in which he 
could see and hear what anyone in the 
world was doing. It’s extraordinary, but 
on our program, we get to look into that 
ball every night.” 

Koppel, one of broadcasting’s pre- 
mier journalists, will be speaking to 
dealers February 15 at the closing ses- 
sion of NADA’s Convention in Las Vegas, 
NV. His presentation promises to be in- 
formative as well as entertaining. 

As the principal reporter for “Night- 
line,” Koppel has earned a reputation as 
one of the best interviewers in the busi- 
ness. Since the show first aired in early 
1980, during the hostage crisis in Iran, 
Koppel has interviewed a long list of ex- 
perts in many fields. They range from 
President Ferdinand Marcos of the Phil- 
lipines to Lee MacPhail, president of the 
American Baseball League. Through 
the wonders of satellite technology, 
“Nightline” brings viewers face to face 
with these and other newsmakers every 
weekday night. 

“We’re known for our in-depth cover- 
age,” Koppel says, “and that means we 
can get the best sources in Washington, 
the nation and the world to appear on 
our show.” 

One of the programs Koppel is most 
proud of aired early last year. It was a 
special 2-hour program about nuclear 
weapons and defense strategies. Guests 
included former secretary of state Henry 
Kissinger in New York, Monsignor 
Bruce Kent of the British Committee on 
Nuclear Disarmament in London and 
nuclear arms opponent Franz Josef 
Strauss in Munich. The show was filmed 
at Harvard University in front of a live 
audience of students and professors. 

“That was television at its best,” Kop- 


Convention 
by Gary James 


pel says. “It enabled an audience of 10 
million people at home to participate in 
a discussion involving experts from 
around the world.” 

Koppel says the technology that 
makes shows like this possible is now 
taken for granted by viewers. “Nobody is 
awed any more by the notion that 
they’re sitting at home watching people 
in Moscow and Washington talk to each 
other. But the possibilities still amaze 
me.” 

Though the success of “Nightline” 
often depends upon fragile communi- 
cations linkups in far corners of the 
world, Koppel says so far there haven't 
been any embarrassing breakdowns on 
the show. “The times I’m really hanging 
by my fingernails are when we have only 
one guest. | don’t know what I would do 
if our communications line went down. 
I suppose you’d see me telling some 
jokes and humming a few songs.” 

Koppel has recorded some of the 
major news events of our time during 
his 19 years with ABC News. He's 
covered the civil rights movement in the 
South, the war in Vietnam and President 
Nixon's historic trip to China. For more 
than eight years, Koppel served as ABC 
News’ chief diplomatic correspondent. 
He covered the state department during 
the days of Kissinger’s “shuttle diplo- 
macy,” a beat that took him more than a 
quarter of a million miles. 

Koppel considers himself the ulti- 
mate generalist. “Because ‘Nightline’ 
covers so many different subjects, | 
have to know a little bit about every- 
thing,” he says. “I read at least five news- 
papers a day, and a great many 
magazines and books. Our research 
staff also helps me prepare. 

“My role is to act as a surrogate for ev- 
eryone who is watching. | try to pose 
questions a viewer would like to ask if 
he or she had the chance.” 


Cunt Caen Ted hoppel 


“Nightline” focuses on major stories 
in the news through a combination of 
live interviews and topical reports from 
correspondents. The auto industry has 
been the subject of several “Nightline” 
features. During a show that aired last 
year, called “Auto Industry: Doomsday 
Ahead?” Koppel talked with General 
Motors Chairman Roger Smith about the 
plight of domestic automakers. Today, 
Koppel says he feels the auto industry is 
on the verge of recovery. “The quality of 
American cars has vastly improved, but 
the perception of quality is lagging be- 
hind,” he says. “One of the biggest prob- 
lems dealers face is bringing the public 
up-to-speed on improvements that have 
been made.” 

Koppel says if dealers are to get that 
message across, they'll need to become 
more skilled at relating to the media. 
“Too often businesspeople have one 
bad experience and, as a result, decide 
never to deal with anybody in the press 
again,” Koppel says. “But you do that at 
your own peril, because if you don’t tell 
you story, who will? 

“The best step you can take to ensure 
good coverage is to talk to reporters 
openly and honestly. If you take the time 
to explain your situation clearly, most of 
the time you'll get a fair shake.” 

Ted Koppel’s life is hectic, to say the 
least. A typical day starts at about 9:30 
a.m., when he wakes up and reads the 
morning's papers. An hour later, he’s on 
the phone, talking with producers about 
the coming evening’s program. During 
midday, Koppel “grabs a couple of 
hours for my family,” and then heads to 
the office at 3 p.m. “From that time, until 
about | o'clock in the morning, I’m 
working furiously to get the show to- 
gether,” Koppel says. 

“Doing ‘Nightline’ has taught me that 
there’s a lot you can accomplish during 
any 16-hour day.” C] 
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Eye-Catching Promotion 
During a recent 20-Group meet- 
ing, one dealer submitted the fol- 
lowing winning idea. 

The dealer took several hard- 
to-sell new units to a shopping 
mall where teams composed of 
neighboring high school stu- 
dents were allowed to decorate 
them. Using artistic talent and 
water-based paint, each team 
spent the day sprucing up its unit. 
At the end of the day, the cars 
were judged, and the team that 
painted its car in the most crea- 
tive way received a prize from the 
dealer. 

The units were taken back to 
the dealership where the paint 
was washed off. The cars were 
then put back on the lot. The 
dealer received a lot of free pub- 
licity and floor traffic increased 
substantially. But perhaps more 
importantly, public awareness of 
lesser-known models was_ in- 
creased. rT] 


Soliciting Vendor Business 

Bob Mentzer of Bob Mentzer Ford 
in Greensburg, PA, recently sent 
the following letter to his vendors: 

“Enclosed is a check to pay for 
services your company recently 
provided for this dealership. Our 
bills are being paid in full and on 
time as they have been for the last 
20 years. The funds for payment 
come from the sale of cars, trucks, 
parts and service. In return for our 
business, we would ask you to 
consider doing business with us. 
We have a fine selection of cars 
and trucks with prices as low as 
they will ever be. Our parts and 
service departments are ready 
and willing to provide for your 
needs. 

“The enclosed check is evidence 
that we have chosen to do busi- 
ness with you. We would be de- 
lighted to have you reciprocate.” 

This idea makes other business- 
men aware that you are doing 
business in their community, and 
helps build a closer relationship 
with your vendors. O 


(Expo from page 23) 

ECP Inc. 

E.G. Graves Publishing Co. Inc. 
Elk Enterprises Inc. 

Elsco Lighting Products Inc. 
Encyclopaedia Brittanica 
Excalibur Vans of Texas Inc. 
Exclusive Manufacturing Inc. 
E-Z Tow Manufacturing Co. 
First American Warranty Corp. 
First Pennsylvania Bank/Lease It Corp. 
FMC Corp. 

Ford Life Insurance Co. 

Ford Motor Co. 

Ford Motor Credit Co. 

F.W. & Associates Inc. 

Joe Gandolfo CLU & Associates 
General Motors Acceptance Corp.-MIC 
General Motors Corp. 

General Warranty Corp. 
Genway Corp. 

Gilbarco Inc. 

Glaval Inc. 

Go Inc. 

Grabber Manufacturing Co. Inc. 
Graco Inc. 

Grand Inc. 

Grover Manufacturing Corp. 
Heritage Insurance Group 

The Hess & Eisenhardt Co. 
Hofmann Corp. ASE 

Hunter Engineering Co. 

IAS National Inc. 

International Autocare Services 
Jayco Inc. 

Kansas Jack Inc. 

Kent Moore Tool Division 
Komfort Koach Inc. 

Krex Inc. 

L & D Manufacturing Co. 

Lands Design Inc. 

Laser Ltd. 

Life Investors Insurance Co. of America 
Lighting Systems Ltd. 

Lincoln St. Louis/McNeil Corp. 
Lloyd Anderson & Co. 
Magazine Publishers Assn. Inc. 
Manheim Auctions 

Mark III Conversions 

Mark VII Productions Inc. 
McGard Inc. 

McMillan & Co. 

Merrill Lynch Pierce Fenner & Smith Inc. 
Mike Nicholes Inc. 

Monroe Systems for Business 
NADART-NADIT 

NADA Used Car Guide Co. 
National Auto Auction Assn. 
National Autofinders Inc. 
National Auto Research Pub. 
National Coach Corp. 

National Controlled Concepts 
National Dealer Consultants 


Norick Brothers Inc. 

Oakleaf & Associates Inc. 
Obbink Industries Inc. 

Olde ‘N’ Bent Car Rental Plan 
Paige-Ruane Inc. 

Panasonic Auto Products 
Paulee Equipment Sales Inc. 
Perfection Products Co. 
Pitcher Doyle Penn Inc. 
Polyglycoat World Enterprises 
Quaker State Oil Refining 
Ridgeway Chemicals Inc. 
Reflexion Industries 

The Reynolds & Reynolds Co. 
Rick Galles Corp. 

R.J. Roberts & Co. 

R.L. Polk & Co. 

Rockwood Inc. 

Roman Wheels Conversions Inc. 
Rusty Jones Inc. 

Pat Ryan & Associates Inc. 
Safelok Systems Inc. 

Shomco Inc. Dist. Santa Fe Vans 
Shure Manufacturing Corp. 
Siskin Enterprises Inc. 
Sky-Top Sunroofs Ltd. 
Sno-Way International Inc. 
The J.H. Spaulding Co. 
Specialeyes 

Starcraft Co. 

Strand Art Co. 

Stuker & Associates Inc. 

Sun Electric Corp. 

Supra Products Inc. 

Supreme Corp. 

Sy Gam Enterprises 
Telegenix Inc. 

Tennant Co. 

Thermo-Guard Corp. 

3-D Auto Frames 
3M/Automotive Trades Division 
Tipton Laboratories Inc. 
Total Systems Technology 
Tra-Tech Corp. 

Tricom Systems Corp. 

Triex 

Trim-Line Inc. 

Tuff-Kote Dinol 

Utilimaster Corp. 

Ultra-Seal Corp. 

Uniroyal Inc. 

United Dealer Group Inc. 
U.S. Life Credit Life Insurance Co. 
VBM Corp. 

Wards Communications Inc. 
Waxcoa 

Western Diversified Life Insurance 
Western Manufacturing Co. 
Wheeler Associates Inc. 
Winnebago Industries Inc. 
Wynn Oil Co. 

Ziebart Rustproofing Co. 
Zimmer Motor Cars . 


it’s.a spirit ween vays 1s 
while many have wae for athens to 
lead the way into an uncertain future, © 
we've been building our business on a 
dedication to the basic values which b 
made this country great. And we're famous for our reliability The American Spirit. It’s honesty, 
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Looking at Market Data 


ver the years, | have become somewhat of an author- 

ity on the used-car market, at least in the eyes of the 

news media. I am not going to suggest that I am not 

flattered by this; it is just that | am not certain | am deserving. 

This I can say. | read whatever | can find about the used-car 
market and | talk to anyone with knowledge who will spare me 
a few minutes. I have learned that those who really know what 
is going on are not reluctant to talk, and I find this an admira- 
ble indication of confidence. 

I hope I do not offend my employers, the many members of 
NADA, but I find the merchandising of used cars far more inter- 
esting, challenging and rewarding than the merchandising of 
new cars. Granted, | have never really sold cars for a living but, 
then again, relatively few obstetricians are mothers. 

Let us consider a simply thing like market data. It is easy to 
determine how many new cars were manufactured in any 
given year, how many were imported and how many were 
sold. You can even determine the breakdown of new-car sales 
by model if you wish. If fact, you can buy a publication from 
Ward's that will tell you everything you want to know about 
which new cars were sold and how they were equipped. 

Used cars present a different problem. How can we really 
know how many used cars were sold to retail customers in any 
given year? And, in those cases where a car is sold more than 
once in a year, how do you record that? Given my limited 
knowledge, I can think of only one reasonably accurate source 
of information about how many used cars are sold or other- 
wise change hands in a calendar year: the various state depar- 
ments of motor vehicles. 

The phrase “otherwise change hands” is an unknown quan- 
tity. For instance, how many cars each year are given to family 
members by other family members? Is a transaction like that to 
be thought of as a “used-car sale?” Consider a “brass hat” car 
sold to an individual. At least one manufacturer treats that as a 
used-car sale and I suspect others do, too. And what about the 
sale of a lease car to the driver at the conclusion of the lease 
period? Perhaps it is clear-cut when a company sells a car to 
an employee, but what about a consumer lessee who chooses 
to buy the car? One must presume each is a used-car sale. 

This discussion leads one to wonder where those who 
quote used-car sales figures obtain their data. I just read an ar- 
ticle written by a large leasing/daily rental company, and | 
found the statistics of much interest. But the only reference | 
Saw was described as a survey of individual used-car buyers. 

As a result, I take exception to some of the conclusions 
reached, particularly regarding consumer taste and prefer- 


ences. Polls have always intrigued me, but I think it's impor- 
tant to know who is being polled and why he or she was 
selected. Perhaps | am just annoyed because I have never been 
polled. 

| have found the used-car market to be a vast and somewhat 
uncharted sea of shifting currents and unpredictable tides. I 
am speaking primarily of the last three years or so. Prior to that, 
the used-car market was somewhat predictable except for an 
occasional rough wave, such as the OPEC oil embargo. 

The article indicated a softening in the used-car market, and 
I will not quarrel with that fact at this time. The used-car market 
did turn down in October and, in most areas, followed that pat- 
tern throughout November. I see no reason fora change of di- 
rection in December. I think Bob August of the Southern Auto 
Auction in Warehouse Point, CT, expressed what many profes- 
sionals may have been thinking: we are seeing a return to nor- 
mal trading patterns. If the market continues weak through the 
holidays and then makes a recovery beginning in late January, 
we might conclude Bob is correct. 

I have spoken with many industry authorities since October, 
and the reasons they cited for the decline were almost all the 
same. Most said the large carry-over of 1982 models and the 
manufacturers’ incentives aimed at reducing 1982 inventory 
had the biggest effect. The APR incentive was mentioned by 
just about everyone—auction operations, lease company rep- 
resentatives, used-vehicle managers and dealers themselves. 

The article further stated that consumers were downgrading 
their purchases by omitting certain options. This may be true. 
There are certain power options which go with certain types of 
cars and this may account for the apparent downgrading. It 
seems to run contrary to experience, however, since big cars 
continue to sell well and they are often loaded. 

Like any driver | have personal preferences. I'll take power 
windows and power door locks over many of the more sophis- 
ticated devices or even some of the old standbys like power 
seats and tilt wheels. Again, a personal observation: | think ex- 
ternal trim options are great. With what we have available 
today the common man can just about own a custom-made 
car. A couple of hundred dollars and a little imagination can 
turn a plain jane into an absolute honey. 

Well, I will continue to read everything I can. Cj 


This column is prepared exclusively for AE by James “Harry” Lawrence, editor of the NADA Of. 
ficial Used Car Guide. All comments or questions pertaining to this column should be mailed 
to: Used Cars, automotive executive magazine, 8400 Westpark Drive, McLean, VA 
22102. 
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@ Drunk driving can cost you your license...or your life. 


@ It's 50-50 you'll be involved in an alcohol-related 
auto crash in your lifetime. 


@ 26,000 citizens are killed by drunk drivers each year. 
@ 650,000 people are maimed by drunk drivers 
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Management Training 


he importance of the service department to the dealer- 

ship as a whole is becoming more and more evident. 

We continually increase our dependence on our service 

department to help with the overhead and to perpetuate our 

good reputation. Therefore, having a well-trained professional 
heading the department is vital. 

Today’s service manager must be more than just a techni- 
cian who has worked his way up. He must first be a business- 
man, as he will be responsi- 
ble for personnel manage- 
ment, sales, public rela- 
tions, bookkeeping, training 
and numerous other areas 
which will require decisions 
based on sound business 
principles. These decisions 
vary from the simple black 
and white to the sometimes 
complex gray area, where a 
manager's training usually proves its merit. 

A manager must reach into his bag of experience and wis- 
dom to make difficult decisions. The experience is attained 
through time and exposure to daily operations. The wisdom is 
the result of training, and it is here that you have your best, 
most controllable opportunity to ensure that your manager 
makes the right decisions. 

How much time has been spent in training your service 
supervisory crew? Do they know how to “fix” what's wrong 
with your service department? Do they even know when there 
is something wrong? A trained professional at the helm of your 
service department will provide management in all areas. 

And what about service writers, those indispensable em- 
ployees who represent the entire dealership? They come in 
contact with more customers each day than anyone else. Have 
your service writers received training in how to properly han- 
dle customer complaints? Do they have the ability to sell when 
the opportunity or need arises? 

Dealers often either overlook the need to train service writ- 
ers or leave the training up to the service manager. The bene- 
fits of a properly trained service writer are numerous, but 


“Dealers often overlook the need 
to train service writers or leave 
the training up to the manager.” 


among the most important is the ability to take over certain 
duties from the service manager, allowing him to be a man- 
ager rather than a glorified writer or a “fireman.” There are too 
many instances in which a manager must work side by side 
with a service writer due to the writer’s lack of proficiency. 

Training, which is the key to rectifying many of these prog- 
lem areas, is available through many sources. Manufacturers 
provide excellent training programs at a reasonable cost. 
There are seminars that in- 
volve extended training over 
several years and include 
follow-up refresher courses. 

Many community colleges 
now Offer evening classes on 
such management topics as 
finance and personnel man- 
agement. There are also 
numerous independent con- 
sulting companies that pro- 
vide either in-house training or classroom seminars. When re- 
searching training programs, look for ones that include class- 
room lectures, films, discussions and small group exercises. If 
possible, speak to a graduate of the program to get his opinion 
of the program’s value. 

Try to be precise with your needs. It is a rare service man- 
ager who needs complete training in every aspect of the de- 
partment. Evaluate the manager's past performance and po- 
tential and then consider your goals for the department. Be ob- 
jective in this evaluation. 

The goal of training is to enable the manager to evaluate de- 
partmental performance, analyze trends, improve procedural 
effectiveness and, most importantly, recognize his own needs 
for training or assistance in the future. Make sure you bear all 
these factors in mind when deciding on specific courses to 
bolster weak areas or improve existing systems. 

Regardless of which route you decide on, cost should not be 
a factor. Your investment return will be evident in the results. 1] 


This column is prepared exclusively for AE by Ron Joffe, Service Director, Straub Motors Inc. 
All questions or comments pertaining to this column should be mailed to: The Service De- 
partment, automotive executive magazine, 8400 Westpark Drive, McLean, VA 22102. 
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By Ben Pope 


hen you first see PAC-Man— 

the latest rage in electronic 

video games-it’s hard to tell 

if the character is a good guy or a bad guy. 

Similarly, if you're a dealer consider- 
ing joining NADA’s political action com- 
mittee for the first time, you may ques- 
tion whether it’s a good or bad decision. 

So much negative publicity has ap- 
peared in the local and national media 
about PACs that it may be hard to sepa- 
rate fact from fiction. 

Forget for the moment that you’re lib- 
eral or conservative. Democrat or Re- 
publican. Environmentalist or nuclear 
power advocate. Car dealer or Naderite. 
Just remember that the U.S. Constitu- 
tion guarantees your right as a citizen to 
participate in the electoral process. Be- 


~ 


cause that’s what PACs do. Within the 
law. And under close government regu- 
lation. 

While some see PACs as a threat to 
the democratic process, most business- 
men see them as defenders of the first 
amendment, promoting participatory 
democracy and protecting the interests 
of their associates. 

This article explores the facts and 
myths surrounding PACs. It looks at the 
possible impact of proposed changes to 
existing PAC legislation. And it consid- 
ers the abilities of labor, consumer and 
other special interest groups to deliver 
“in-kind”—the donation of individuals’ 
time and talent—contributions. 


** * 


Political action committees were first 
authorized by federal legislation in 1974 


Committee 


MEN 


after questions concerning illegal cam- 
paign contributions were raised in the 
national media. The Federal Election 
Commission (FEC) was given the re- 
sponsibilty for keeping complete public 
records of political contributions. The 
new law formalized the role of PACs, 
providing a well-regulated channel for 
individuals to pool funds for the support 
of candidates. 

The legislation limits individual con- 
tributions to $1,000 per candidate for 
each election (primary and general) 
and $25,000 in total. PACs, organiza- 
tions of like-minded individuals, can 
contribute $5,000 per candidate per 
election. A candidate canlegally receive 
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for all of your major aftermarket programs... 
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provides complete control of all your profit 
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$5,000 for a primary contest and $5,000 
for the general election from one PAC. 

But PACs have no limit on the total 
funds they can collect and dispense, 
and there is no limit to the total a single 
candidate may receive from any 
number of PACs. 

All PACs gather funds through volun- 
tary contributions. However, corporate 
PACs solicit their funds from those in 
“management or administrative” posi- 
tions. It’s left to the company to deter- 
mine just who falls into that category. 

Unions, on the other hand, may ask 
for contributions directly from mem- 
bers on their dues forms, while associa- 
tions solicit possible PAC members by 
direct mailings. Associations, however, 
cannot approach employees of corpo- 
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rate members without the corporation’s 
permission. 

Open access to information about 
political contributions has certainly 
been realized under the new system. 
The FEC issues mountains of financial 
reports on the amount of money raised 
by each PAC, including how much is 
paid out and to whom the funds were 
distributed. PACs must also keep accu- 
rate records of their activities. 

Although figures for the 1982 elec- 
tions are not yet official, estimates leave 
no doubt that our electronic, consul- 
tant-orchestrated campaigns cost more 
and more each year. Television time is 
very expensive, as most dealers already 
know. In fact, we've just completed our 
most expensive congressional elec- 
tions in U.S. history. They cost candi- 
dates an estimated $1 billion—about 
one-fourth of which was financed by 
PACs. Most PAC contributions went to 
incumbents. 

The 3,149 PACs registered with the 
Federal Election Commission distri- 
buted approximately $240 million. Two- 
thirds of those contributions went to 
local elections; the remainder to candi- 
dates for the U.S. House and Senate. 
That $80 million for congressional 
races represented a 45-percent increase 
over PAC contributions in 1980. This up- 
ward trend in PAC donations has fos- 
tered media comment that PACs are get- 


ting too big for the good of the U.S. polit- 
ical system. 

The largest PACs are those sponsored 
by corporations. They contributed an 
estimated $30 million in the ’82 elec- 
tions. Trade association PACs, on the 
other hand, contributed abut $22 mil- 
lion, and labor accounted for $20 mil- 
lion. “Non-connected” PACs—those or- 
ganized on a single issue or political 
philosophy—donated about $6 million. 

Numbers aside, the issue involving 
PACs—which were originally designed 
to improve citizen access to govern- 
ment—is whether they are actually in- 
fluencing votes. 

A representative of Public Citizen's 
Congress Watch, a group founded by 
Ralph Nader, told AZ, “We're not calling 
it bribery, but PACs certainly do support 


special business interests.” Ben Albert, 
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director of public relations for the Com- 
mittee on Political Education (COPE) of 
the AFL-CIO, agrees: “We don’t believe 
votes can be bought, but doing away 
with PACs would remove the appear- 
ance that that is what is going on.” 

While the defenders of PACs have ex- 
pectations—because they support can- 
didates with whom they basically 
agree—they do not expect con- 
gressmen to be robots who can be pro- 
grammed. 

PAC advocates say all they try to do is 
gain access to elected representatives 
to express their views. Anyone who has 
tried to make a phone call to official 
Washington knows that access is a 
hard-won commodity. 

But the big debate about PACs cen- 
ters around the question of balance. 
Some analysts see forces of conser- 
vatism growing more rapidly than the 
liberal side. Others see that growth as 
simply “evening up the numbers.” Ac- 
cording to FEC figures, corporate PACs 
have tripled in size over the last five 
years. And, today, the conservative 
PACs are doing better financially than 
those backing liberal causes. 

But are the sides so clearly drawn? 

Lumping the totals of conservative 
groups against those supporting liberal 
Causes can be misleading, according to 


Craig Brightup, director of legislative 
and political issues for the USS. 
Chamber of Commerce. 

“Many of the so-called conservative 
PACs are single-issue groups like the 
National Rifle Association, which is 
primarily interested in gun control,” 
Brightup points out. “The same FEC cat- 
egory includes the National Association 
of Retired Federal Employees, which 
may Or may not have any interest in gun 
control.” 

Brightup notes that conservative 
groups support Republican and Demo- 
cratic candidates almost equally, while 
liberal PACs generally only contribute 


to Democrats. 

This is simply because corporate 
PACs tend to get involved in politics for 
those districts in which they operate 
businesses. If they have worked well 
with a congressman—Republican or 
Democrat—for years, they continue to 
support him or her. 

Another reason a simple side-by-side 
comparison of PACs doesn't always 
give a true picture is “in-kind” support 
for candidates. Put simply, “in-kind” 
contributions involve the donation of 
people's time and other expenditures 
which are not included in the PAC re- 
ports to the FEC. 

According to most observers, unions 
are and will remain the historic champi- 
ons in “in-kind” contributions. 

“Our volunteer efforts in getting out 
the vote and our work in political educa- 
tion are of infinitely greater benefit to 
our candidates than money,” acknowl- 
edges COPE’s Albert. “There are ex- 
penses like printing and the time of staff 
people, which we are permitted by law 
to deduct from member dues. These 
don’t show up in the PAC totals.” 

“More power to them,” Says one cor- 
porate PAC-Man. “The unions doa great 
job, and business should do the same, 
but we don’t.” 

A few years ago, many companies 
talked about conducting political edu- 
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cation programs for employees. But 
today, while more corporations express 
their opinions to government officials, 
you don't really see much organized 
business employee action. “I guess it is 
because most managers think sharehol- 
ders would object to such expenditures 
of corporate funds,” says one political 
action specialist. 

Another area where liberal groups 
seem to do a better job than conserva- 


tives is the use of celebrities. Like the 
rest of us, celebrities are limited to 
$25,000 in political donations a year, 
but donations of time for public appear- 
ances (raising many times that amount) 
are perfectly legal. Liberal democratic 
candidates have become particularly 
expert at courting the support of mass- 
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audience pop artists such as singer 
Linda Ronstadt. 

In recent Congressional sessions, 
bills to limit the total a candidate can re- 
ceive from PACs have surfaced. A bill 
setting a $70,000 limit on PAC funding 
for each House candidate passed the 
House in 1979 but later died in the Sen- 
ate. More legislation is anticipated. 

While the debate continues as to 
whether limits are necessary, another 
approach is much discussed: public 
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financing. In the primaries, presidential 
candidates raise money, some from 
PACs, that is then matched by federal 
funds. Presidential candidates in the 
general election have the option of hav- 
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ing their general election campaign 
fully financed with public money. 
Speaking for the AFL-CIO, Albert 
thinks public financing would equalize 
elections because all candidates would 
have the same resources to work with. 
He feels it would free congressmen 
from having to raise funds and would 
also reduce accusations concerning 
possible “links” to special interests. 


“There is no perfect way to finance 
campaigns, but public financing seems 
to work in presidential elections. I’m 
sure we could find some way to make it 
work in other elections, too,” Albert says. 

The opposing view is voiced by Steve 
Walker, director of public affairs for 
Reynolds Metals Co., Richmond, VA. 
Formerly with the Public Affairs Coun- 
cil, a business advocacy group in 
Washington, Walker lists four problems 
with public financing: 

How do you arrive at a figure that 
would be fair both in a New York City 
and a Wyoming race? 

How do you overcome the advantage 
of the incumbent—estimated at $1.2 
million in franking privileges, travel al- 
lowances, and staff time? 

What will happen to campaign strate- 
gy if you can’t raise last-minute funds to 
address changing public attitudes? 

And if public financing replaces pri- 
vate contributions, what happens to ac- 
countability? 

In a speech at NADA’s Washington 
Conference this past fall, Rep. Newt 
Gingrich (R-GA) said he felt that ac- 
countability was the most important 
contribution PACs make to the political 
system. With PACs emphasis on sup- 
porting various sides of issues, he said, 
elections really are focused on solu- 
tions to national problems. “Without 
that focus,” he said, “political elections 
could revert to mud-slinging contests.” 

The debate on PACs and other con- 
tributions is far from resolved, but isn’t 
it nice to have the debate out front 
where we can all hear it? CJ 
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CONTRIDUTI 
TO ASTRO 


hat role did automobile and 

truck dealers play in the re- 

cent congressional elections? 

A large one. Through the generous con- 

tributions of dealers, NADA’s political 

action committee, known as DEAC, 

raised about $1,064,000 to help finance 

the campaigns of congressional candi- 
dates in ’82. 

The effort paid off. Once again, 
DEAC’s success ratio was high. Overall, 
80.2 percent of DEAC-supported candi- 
dates were elected to Congress in ’82. In 
Senate races, 80.4 percent of DEAC con- 
tributions went to winning candidates. 
And in the House, 80 percent of DEAC 
funds went to winners. Perhaps most 
important to dealers, 90 percent of the 
DEAC-supported congressmen who 
voted in favor of the veto of the used car 
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rule won reelection. 

William Hancock Jr., chairman of the 
Dealers Election Action Committee, 
says he is pleased by the election re- 
sults. “We lost a couple of close races,” 
he says, “but, for the most part, the key 
people we wanted were reelected. Vot- 
ers seemed to be saying to both parties: 
neither of your programs works: do 
something different.” 

Frank McCarthy, executive vice-presi- 
dent of NADA, says he feels DEAC activ- 
ity in the ’82 elections resulted in a 
stronger dealer voice in Washington. 
“Through DEAC, dealers were able to 
help elect responsible candidates who 
will listen to our needs, while keeping 
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the country’s best interests in mind. We 
need more open-minded lawmakers in 
Washington, and DEAC helps bring 
them here.” 

Political action committees in gen- 
eral have gained importance as the 
costs of running for office have risen. 
Each year, it takes more and more 
money for candidates—both challen- 
gers and incumbents—to deliver their 
messages to voters. Will Rogers des- 
cribed the situation best back in 1931 
when he wrote, “Politics has got so ex- 
pensive that it takes a lot of money to 
even get beat with.” That was long be- 
fore the advent of television. 

In 1974, the average cost of a House 
campaign was about $50,000. In the 
1980 elections, the average reached 
$110,000. Although figures for the ’82 
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elections aren’t complete yet, “all signs 
point to even higher expenditures this 
year,” says Frederick Eiland of the Fed- 
eral Election Commission. House races 
costing as much as $500,000 were not 
uncommon in '82. On the Senate side, 
the same trend prevails, but the stakes 
are even higher. The average Senate 
campaign in ’80 cost close to $650,000. 

Most of the increase can be attributed 
to TV costs, experts agree. “It’s getting 
harder for candidates to compete for 
voters’ attention,” Hancock says. “No 
longer can they go on the stump, or rely 
on town meetings for exposure. To be 
successful, they have to reach all the 
voters. And that means buying TV time, 
which is very expensive.” 

Despite the depressed condition of 
the auto industry, dealers continue to 
donate large amounts of funds to ena- 
ble candidates to meet this challenge. 
Since 1976, the first election DEAC par- 
ticipated in, the campaign kitty has 
grown from $386,410 to more than $1 


36 million per election. Nearly 12,000 sep- 
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arate contributions to DEAC were made 
by dealers during 1981-82. 

“Many dealers wrote to tell us they 
just couldn't afford to give this year,” 
Hancock says. “But other dealers, 
realizing that, picked up the slack.” 

DEAC’s goal, says Hancock, is to get 
every dealer involved. “We’d much 
rather receive $150 from four dealers 
than $600 from one,” he says. “The 
more dealers that participate, the more 
impact DEAC has.” 


The Origins of DEAC 
DEAC was formed in 1975, in response 
to changes in federal election law. The 
new legislation set the rules by which 
corporations, unions, trade associa- 
tions and other groups could raise and 
distribute campaign funds. The law 
states that a political action committee 
can contribute to candidates, but it can- 
not lobby. Conversely, a trade associa- 
tion can lobby but not contribute to can- 
didates. Thus, the two organizations. 
“When the law changed, we knew we 
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had to organize a strong PAC if we were 
to continue participating in the political 
process,” McCarthy says. 

And did dealers ever organize. The 
first donations came in the fall of 1975, 
as each member of NADA’s Board of Di- 
rectors kicked in $1,000, for a total of 
more than $50,000. 

A committee of politically astute 
dealers was soon appointed by then- 
NADA President William Hancock to 
oversee the program: Herb Galles, Gal- 
les Oldsmobile-Cadillac Co., Albuquer- 
que, NM; Sam White, Sam White Olds, 
Houston, TX; Ed Mullane, Mullane Ford 
Inc., Bergenfield, NJ; and Charlie Whittey, 
Corwin-Churchill Motors, Bismarck, 
ND. Galles, White and Whittey are all 
former NADA presidents, and Mullane 
is well-known for his work as head of 
the Ford Dealers’ Alliance. 

During the next year, DEAC trustees 
crisscrossed the nation, talking up the 
new political action committee to any 
dealer group who would give them an 
ear. The real breakthrough came at the 


NADA annual convention in February of 
1976, when 1,600 dealers paid $150 
each to attend a DEAC fundraising din- 
ner. By the end of that year, nearly 
$400,000 had been raised and contrib- 
uted to congressional candidates. 

In a few short years, DEAC grew to be- 
come the nation’s third largest associa- 
tion PAC, ranking behind only the Amer- 
ican Medical Association and the Na- 
tional Association of Realtors. Accord- 
ing to the New York Times, “The auto- 
motive and truck dealer committee was 
one of the fastest-growing PACs, not 
only in terms of contributions, but also 
in terms of pledges from members.” 

DEAC’s success record is equally 
strong. Since its inception in 1976, 
DEAC has contributed a total of 
$628,960 to 102 Senate candidates. Of 
those, 82 were elected, for a winning 
margin of 80.3 percent. During a com- 
parable period, DEAC contributed 
$2,620,850 to 1,114 House candidates, 
of whom 955 or 85.9 percent were 
elected. 

The strength of DEAC, of course, re- 
sides in its grassroots approach. In each 
state, a DEAC team is responsible for 
collecting funds and making recom- 
mendations on how that money should 
be spent. The team consists of the 
state’s NADA director, the state associa- 
tion president and professional man- 
ager and a DEAC state chairman. 

The team recommends contributions 
for candidates in its state. As the 
primaries draw near, the team reviews 
available information and passes the 
recommendation along to the DEAC 
trustees for final approval. 

“About 99 percent of the time, the 
trustees agree with the state commit- 
tee,” McCarthy says. “But once in a 
while, we're asked to support a candi- 
date we don’t think is the best. In that 
case, we write a detailed letter back to 
the state team explaining our reserva- 
tions. If they still want to support that 
candidate, after considering our com- 
ments, they can.” 


Narrowing the Field 

Though DEAC trustees consider all 
House and Senate races in deciding 
how to allocate monies, they look most 
closely at races involving members of 
four key committees: the House Ways 
and Means Committee, the House 
Energy and Commerce Committee, the 
Senate Finance Committee and the Sen- 
ate Commerce Committee. Most legisla- 
tion affecting auto and truck dealers 


passes through one or more of these 
committees before reaching the floor 
for vote. 

“If we can help objective, business- 
minded candidates win,” McCarthy 
says, “it makes a big difference in the 
type of legislative agenda Congress con- 
siders in any given session.” 

Committee voting records receive a 
lot of scrutiny from DEAC trustees. 


“Many people don’t realize that a con- 
gressman who votes for us on the floor 
may be our most stubborn opponent in 
committee,” Hancock says. “You need 
to understand how a congressmen be- 
haves behind the scenes before you de- 
cide whether to back him.” 

McCarthy says DEAC never gives to 
candidates on the basis of a single 
issue. “We generally judge candidates 
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on a dozen or more key votes,” he says. 
“Regulatory, tax and spending deci- 
sions are all important. But we keep in 
mind that sometimes a congressman 
has to vote against us, because of per- 
sonal beliefs or his constituency. It’s the 
overall picture we're interested in.” 

DEAC is also nonpartisan in its giv- 
ing. In this year’s senatorial races, DEAC 
supported 51 percent Democrats and 49 
percent Republicans. In the House, 43 
percent of all contributions went to 
Democrats, while 57 percent went to 
Republicans. DEAC restricts its activity 
to national congressional campaigns. 

Once a recommendation is approved 
by the DEAC trustees, a check is pre- 
pared at DEAC headquarters in McLean, 
VA, and forwarded to the appropriate 
state official. Together with other inter- 
ested dealers, the official personally 
presents the check to the candidate. 
“This is something not many other PACs 
do,” Hancock says. “But we think it’s a 
great idea because it creates a line of 
communication between dealers and 
their legislators. If we need to talk later, 
they’re more likely to remember us.” 

Unlike some PACs, however, DEAC 
representatives never ask for favors 
when presenting donations. “Some 
groups hand the check over and im- 
mediately start telling the congressman 
what to do,” Hancock says. “But that’s 
the worst thing you can possibly do. It 
ruins your credibility. When we make a 
contribution, all we ask is that the con- 
gressman keep an open mind.” 

There’s no denying that DEAC opens 
doors for NADA in its lobbying efforts, 
however. Hancock says the affiliation 
works like a calling card when an issue 
important to dealers is under considera- 
tion. “When a dealer goes to visit a con- 
gressman, he not only goes as a repre- 
sentative of a strong trade association, 
he goes as a campaign supporter and a 
constituent. He’s a political activist who 
helped get that congressman elected.” 

Hancock says NADA never contacts 
congressmen unless the issue is in the 
public interest. “There are times when 
we simply feel the congressman needs 
to know more about how certain legisla- 
tion may affect small business, the auto 
industry and the public.” 

Rep. Newt Gingrich (R-GA) spoke 
about the value of lobbyists as an infor- 
mation source for congressmen at 
NADA’s National Conference last fall in 
Washington, DC. “I want to know both 
sides of any issue,” said Gingrich, “and | 


38 want as much information as possible. 


Lobbyists help provide that.” 

Hancock says DEAC also opens 
doors for NADA in Detroit. “The auto- 
makers solicit NADA’s opinions on vari- 
Ous issues more often than in the past, 
and they invite our industry relations 
committee to Detroit to discuss matters 
with them. They recognize our impact 
on legislative efforts.” 

Generally, dealers have adopted pos- 
itions similar to those of the automakers 
on issues that affect consumers’ pur- 
chasing power, such as airbags, clean 
air and mileage standards. Dealers’ 
ability to deliver the vote was demon- 
strated in 1979, when they rallied to win 
federal aid for Chrysler Corp. 


Mountains of Paper 

Recordkeeping is a major job with any 
political action committee, but because 
of DEAC’s size, it is a special concern. 
Forms relating to the Dealers Election 
Action Committee fill one entire file 
drawer at the Federal Election Commis- 
sion (FEC). The legal requirements are 
myriad. Each contribution and expendi- 
ture must be reported in detail to the 
FEC every three months during a non- 
election year, and every month during 
an election year. In addition, DEAC 
must receive written permission from 
member dealers before it can even 
begin to solicit funds. These forms, 
along with committee reports and other 
documentation, must be maintained for 
three years. Needless to say, the FEC 


has dozens of requirements about how 
PAC money can be raised and spent, in- 
cluding ceilings on contributions. (See 
accompanying story on page 31.) 

Because DEAC is one of the largest— 
and most active—political action com- 
mittees, it was among the first to be au- 
dited by the FEC. From May to Sep- 
tember, 1979, three FEC auditors 
poured over DEAC’s records. The au- 
ditors examined solicitation materials, 
contribution records, expense re- 
ports—every aspect of the organization. 
They even verified the origins of checks 
received by DEAC. 

“We received a clean bill of health,” 
McCarthy says. “There were a few viola- 
tions, but they were minor. For exam- 
ple, in a few cases, non-NADA members 
gave us money, which is prohibited.” 


Looking Ahead to ’84 

What's on DEAC’s agenda now that the 
congressional elections are history? 
Business as usual, Hancock says. 
“Many of the winning candidates have 
campaign deficits, so DEAC will try to 
help them. 

“We must also start thinking about 
84, when 33 senators and 435 con- 
gressmen will be up for reelection. Most 
will start fundraising by the middle of 
this year, and they're going to need 
more money than ever. 

“The best time to contribute is early, 
because that’s when the candidate 
needs the money most. He's likely to re- 
member an early contribution more 
than those received during the heat of 
the campaign.” 

Legislators rarely forget their contrib- 
utors, Hancock says. Immediately after 
the November 2 elections, DEAC was 
deluged with thank-you letters, as well 
as solicitations for additional funding. 
Testimonials to the role DEAC serves 
abound: 

“Your money helped me run an ag- 
gressive campaign to achieve a decisive 
win,” wrote one congressman. “Please 
drop by my office or give me a call any 
time you have an issue that is important 
to you. We may not always agree, but | 
certainly want to know your position 
when making my decisions. 

“You're doing an excellent job of giv- 
ing more and more people a chance to 
be actively involved in politics,” he con- 
tinued. “You should be thanked and en- 
couraged—not condemned and ridi- 
culed. Keep up the good work.” 

With the continued support of deal- 
ers, DEAC certainly will. CJ 
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California dealers may be penalized 

for false representations made by employees 

The California Supreme Court ruled that licensed automobile 
dealers in that state must adhere to Department of Motor Vehi- 
cle (DMV) regulations regarding advertising. 

The regulations were adopted to prevent any false or mis- 
leading statements or advertising made to the public by deal- 
ers. When the regulations were first challenged in court, how- 
ever, they were declared unconstitutional. 

The California Supreme Court recently reversed this ruling 
and rejected dealers’ arguments that the DMV was not au- 
thorized to penalize auto dealers for any misleading state- 
ments of their salesmen. The court ruled on the basis of well- 
settled law that licensees can be held liable for the acts of their 
employees. (Ford Dealers Association vs. Department of 
Motor Vehicles, L.A. 31471, Cal. Sup. Ct., September 7, 1982) ™ 


Peugeot dealer lawfully terminated 

In a suit brought against Peugeot under the Automobile Deal- 
ers’ Day In Court Act, the court ruled that the dealer’s violation 
of the franchise agreement warranted the agreement's termi- 
nation. 

When Dreiling, a Peugeot dealership, sued the manufac- 
turer for setting unreasonable sales standards and thereby ter- 
minating the dealership, the U.S. District Court ruled in favor of 
Peugeot. Fraudulent warranty claims previously submitted by 
the dealer—a violation of the franchise agreement—provided 
ample justification for termination. 

The court found no connection between Peugeot's stringent 
sales standards and its termination of the dealership. (Dreiling 
vs. Peugeot Motors of America Inc., No. 81-C-911, D. Colo., 
November 1, 1982) = 


Committee of creditors may intervene 

in bankruptcy proceedings 

A recent case by the U.S. Court of Appeals found that a secured 
creditors’ committee has an absolute right to intervene in ad- 
versary Chapter 11 bankruptcy proceedings (Marion Motor Oil 
Inc. vs. Michaels, 689 F.2d 445, 3rd Cir., 1982). A secured cre- 
ditors’ committee consists of creditors deemed by the court to 
have outstanding liens to the debtor’s property. 

The case concerned a husband and wife, whose failing oil 
company was placed under a trustee. When the trustee froze 
the company’s assets and began to recover other property, the 
secured creditors’ committee sought to intervene. 

On appeal, the Court of Appeals upheld that the secured cre- 
ditors’ committee has the right of intervention. a 


Inspection warrant does not 

cover records and documents 

An OSHA warrant to inspect a facility does not automatically 
authorize a simultaneous inspection of an employer's records 
and documents, according to a federal appeals court. The 


40 court reasoned that based on the legislative history and poli- 


cies of the Occupational Safety and Health Act, Congress did 
not intend to allow OSHA to inspect business records under a 
general plant inspection warrant. Therefore, a subpoena is re- 
quired before business records can be inspected. a 


A reader asks 

I'm thinking of playing some music in my dealership for my 
customers and employees to enjoy. To cut down on costs, | 
would like to play the radio over several large speakers. Are 
there any problems with this? 

Answer: Believe it or not, yes, there is a problem with re- 
broadcasting the radio over commercial speakers, because 
radio broadcasts usually contain federally copyrighted songs. 
A copyright owner and the owner’s licensees, if any, have the 
exclusive rights to perform or authorize the performance of 
their copyrighted songs. 

Federal law provides a limited exemption to this rule if the 
signal is received on an apparatus commonly used ina private 
home; unless a direct charge is made to see or hear it, or the 
signal is rebroadcast to the public. It is doubtful that your con- 
templated use of the radio would qualify for the exemption. 
Even assuming that your radio receiver is a type used in a pri- 
vate home, you are planning to rebroadcast the songs to the 
public, and this is prohibited without special permission. #™ 


Supreme Court review denied in repossession case 
The U.S. Supreme Court declined to review the FTC vs. Francis 
Ford case recently, allowing the original ruling in favor of the 
dealer body to stand. 

This case was initiated six years ago when the FTC issued 
complaints against General Motors Corp., Ford Motor Co., 
Chrysler Corp., their respective credit subsidiaries and a 
franchised dealer of each named manufacturer. These com- 
plaints alleged violations of federal law in connection with ac- 
counting for surpluses and the disbursement practices relat- 
ing to repossessed vehicles. All those responding, with the ex- 
ception of Francis Ford Inc., then entered into consent agree- 
ments with the FTC. An order was later imposed on Francis 
Ford by the FTC in 1979. This order required the dealer, when 
repossessing a Car, to credit the debtor with the “best possi- 
ble” value, and forbade the dealer from charging the debtor for 
any overhead or lost profits resulting from the repossession. 

With the support of NADA, Francis Ford Inc. appealed to the 
U.S. Court of Appeals to overturn the order. On August 24, 
1981, the court reversed the order, claiming that the FTC had 
exceeded its authority. 

The FTC’s appeal to the U.S. Supreme Court was denied on 
November 8. (Federal Trade Commission vs. Francis Ford Inc., 
No. 82-24, 673 F.2d 1008). C 


This column is prepared by the Legal Group of the National Automobile Dealers Association. 
Because this column is national in scope, the discussion of cases and legal problems is 
necessarily limited and general. When specific legal quesions arise, you should consult a 
competent attorney in your state. For further information or questions concerning the items 
appearing in this colurnn, write: Legal Briefs, NADA Legal Group, 8400 Westpark Drive, 
McLean, VA 22102. 
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Don’t “Pack up your troubles?’ 
Call us for a free worry 
inspection before you leave 
for the NADA show. 


We can’t solve all your business worries, of course. But we can take 
a big load off your shoulders when it comes to business insurance. 
Even if you’re not a bit worried, why not call us (collect) to make 
sure everything is right with your business insurance program be- 
fore you leave for the big NADA show. Or come on over and visit us at 
the show. Our business insurance specialists will be there to help you. 


“Taking The Worry Out Of Being In Business.” 
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The “Return” of the Henry J 


irtually every American male more than 40 years old 

remembers, or thinks he remembers, the Henry J auto- 

mobile. This was the innovative sedan built by Henry J. 

Kaiser for about three years at the Willow Run assembly plant 
west of Detroit. 

The Henry J has been dead almost exactly 30 years. Yet there 
is a fleet of new cars for sale that represent virtual reincarna- 
tions of it. The K-cars from Chrysler Corp., for example, are 
strikingly similar in almost every dimension to the misbegot- 
ten and ill-timed Henry J. 

The Henry J was 174 inches long with a 100-inch wheelbase 
and a weight of about 2,300 pounds. Its base engine was a 4- 
cylinder, in-line powerplant with a 134-cubic-inch displace- 
ment. 

The average K-car today is 176 inches long with a 99.9-inch 
wheelbase and a weight of about 2,200 pounds. The K-car’s 
engine displaces 2.2 liters or about 135 cubic inches. 

Obviously, the K-car isn’t alone in its similarity to the Henry 
J. General Motors’ J-cars and the Ford Escort family are also re- 
markably close to the Henry J in fundamental dimensions. 

Of course, there are some differences, to be sure. Today’s 
cars feature front-wheel-drive, and a more efficient use of in- 
terior space, for example. However, the biggest difference be- 
tween the Henry J and today’s cars is one you might not ex- 
pect, given the similar sizes of the various models: mileage. 

Though there is no way to compare mileage exactly, a judi- 
cious estimate indicates that today’s cars perform about 10 
mpg better than the Henry J. 

Yes, that figure is 10 miles per gallon. And the Henry J was 
one of the more fuel-efficient vehicles of its time. 

In the November 1950 issue of Motor Trend magazine, Wal- 
ter Woren wrote: “If it’s fuel economy you want, this car has it.” 

Woren and a friend averaged 24.9 miles per gallon in a 
1 ,000-mile test drive of the Henry J. They obtained that figure in 
a manual-transmission model, which lacked most creature 
comforts. The Henry J was originally sold without a trunk lid, 
for example. To stow anything, you moved the rear seat. 

Robert Sinclair, Chrysler's director of powertrain engineer- 
ing, barked a laugh when asked to guess what kind of EPA rat- 
ing the Henry J would have received. 

“The annals of western civilization don't really contain 
many EPA tests,” he recalls. “In those days, we used to talk 
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The Henry J offered exceptional fuel economy for its time, but today’s 
similar-sized models do even better. (Photo courtesy Motor Vehicle 
Manufacturers Association.) 


about tank mileage—how far a model would go on a single 
tank of gasoline.” 

He adds quickly that there were no emissions laws or stan- 
dards back then. No emission controls. No catalytic conver- 
ters. Not even a PCV valve. “That was a different universe,” he 
says. “You couldn't sell fuel economy.” Performance was the 
bright light in most consumers’ eyes. 

In point of fact, the Henry J died for lack of interest, even 
though the auto market was booming just after the end of 
World War II. 

Now that the automotive world has turned upside down, 
however, cars with very similar dimensions in terms of length, 
wheelbase and engine are squarely positioned in the middle 
of the American market. Along with improved fuel economy, 
great strides have been made in performance, comfort and 
handling. 

This look back into automotive history prompts the ques- 
tion: Do customers today understand the progress that has 
been made in new-car technology? 

If they don't, the story of the Henry J may just be worth retel- 
ling. We've traveled a long way since it first appeared in dealer 
showrooms. 

This column is prepared exclusively for AE by Doug Williams, a Detroit-based automotive writ- 


er. All comments or questions pertaining to this column should be mailed to: Detroit Up- 
date, automotive executive magazine, 8400 Westpark Drive, McLean, VA 22102. 
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When you want more information about products and services advertised or featured 
in this issue, just circle the numbers which correspond to the information you would like 
to receive on one of the adjoining cards. 


The advertisers and their corresponding numbers are listed below. Circle numbers appear at the 
bottom of each advertisement and “Showcase” item. 


Then drop the card in the mail (we'll pay the postage). Two cards are provided for your 
convenience—one for you and one for your managers. Please pass one along. 
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The NADA Charitable Foundation 
wishes to honor 
the memory of those named 
below and to acknowledge the 
Memorial Gifts 
which have been presented 
to the Foundation by 
their friends and associates 
during the past year. 


IN MEMORY 


James L. Elam 
by Robert P. Mallon 


Curtis McCalip 
Alan Tonkin 
Dick Herriman 
by Robert P. Mallon and 
George W. Lyles 


Arch Warder 
Martha Bowman 
by George S. Irvin 


William E. Voyce 
by Charles J. Whittey 


James Jones 
by George W. Lyles 


Kenneth Schminke 
Ralph Cake 
Mrs. Vern Walton 
Mrs. Henry Kleisley 
Leigh Watkins 
John Bradley McClure 
Rockwell L. Webb 
by Arizona Auto Dealers Assn. 


Arnold O. Mitchell 
by Georgia Auto Dealers Assn. 


Dan Covert 
Rick Bullington 
Clinton Fyffe 
Jim P. Tipton 
G. T. “Smokey” Vandergriff 
Richard L. Nash 
Fred B. Connell 
L. O. Taylor 
John Blankenship 
Richard A. Nutt 
by Texas Auto Dealers Assn. 


John C. Swanson 
by Virginia Auto Dealers Assn. 


Dorothy Brown 
by William C. Hamilton 


Donald McGurk 
by Marvin D. Hartwig 


NOW U.S. SAVINGS BONDS OFFER 
OPPORTUNITY WITHOUT RISK. 


The biggest improvement in 40 years. 


New Variable 

Interest Rate. 

Finding the ideal investment 
is something everyone 
dreams about. One with a 
variable interest rate. One 
that lets you share in the 
rates offered in today’s 
securities market. 

But it must be safe. A 
plan where rates can’t drop 
below a certain level. 

Sound too good to be 
true? Well, it is available to 
everyone, even the saver 
A message from with as little as $25 to invest. 
Donald T. Regan, It’s the U.S. Savings 
Secretary of the Treasury. Bond. A vastly improved 
Savings Bond that changed 
from a fixed to a variable interest rate. There is no limit 
on how high the rates can go. 

A Guaranteed Minimum* 

Although interest rates will fluctuate, you're protected 
by a guaranteed minimum. And if you hold your Bonds to 
maturity, you'll absolutely double your money. You may 
do even better. 

So take another look at 
Savings Bonds. We did, and 
then we made them better. 


BY 
Take = aw 
stocks 

in ‘America. 


* Series EE Bonds purchased on and after 11/1/82 and held 5 years or more will earn 45% of the average yneld on the 
5-year Treasury securities rate. Bonds held less than 5 years will earn interest on a fixed, graduated scale—5, 5% 
after | year to 7.5% at 5 years. Bonds held at least 5 years will earn a munmum guaranteed rate of 7.5% per annum, 
compounded sermannually, to the 10-year matunty 


A public service of this publication and The Advertising Council. 


Which gives you 

the best piece of 
a $2 -billion. 

aftermarket pie? 


by Ted Orme 
‘6 


he reason | sell my cars and 

trucks with aftermarket sound 

systems rather than factory units 

is simple,” explains one high-volume 

Dearborn, MI, dealer. “I make more 
money that way. 

“A distributor can do things for me at 
substantially less money than I can do 
them myself,” says this dealer, who re- 
quested anonymity. “For less cost than 
a factory radio, | get a quality product 
with a lifetime warranty and excellent 
installation and service. And since all 
my vehicles for stock are ordered with- 
out radios, I have substantially reduced 


floorplanning and inventory costs.” 
The reasons given by this dealer for 
using aftermarket systems are precisely 
the same as those promoted by the Cus- 
tom Automotive Sound Association 
(CASA), a group of aftermarket sound 
manufacturers, distributors and dealers 
who banded together in 1978 to chal- 
lenge the auto industry’s tight grip on 
the market. Beginning with a successful 
fight to prevent General Motors from 
making radios standard equipment on 


“X-body” cars introduced in the spring 
on 1979, CASA has since initiated simi- 
lar voluntary agreements with Chrysler, 
Ford, American Honda, Mazda, Subaru 
of America, Toyota and Volkswagen of 
America. As a result of these efforts, a 
radio delete option is available on more 
than 100 models. 

Given the fast-growing popularity of 
sophisticated car stereo systems, and 
the potential profits to be made, after- 


market firms wasted no time in taking 47 


48 


advantage of this freer market. Today, 
these companies are aggressively pur- 
suing auto dealers for business. 

“The first thing that must be recog- 
nized,” says Phillip Christopher, senior 
vice-president for Audiovox, “is that au- 
tomotive sound is an industry in itself. 
And the people who are going to be in- 
volved in it must be experts. They must 
know what the consumer wants and 
they must be able to react to the market. 

“Bearing in mind that the car dealer 
has the first shot at selling the consumer 
a Car radio,” he continues, “the chances 
are that, if he is not involved with an af- 
termarket company, he will lose that 
sale to the local stereo shop or auto 
sound retailer. So if the smart car dealer 
wants to capitalize on this $2-billion in- 
dustry, he has to start thinking in terms 
of aftermarket auto sound, and he has to 
start thinking the way a stereo shop ora 
sound expert would think.” 

“It ‘all comes down to the bottom 
line—profit,” says Fred Deutch, sales 
manager for Clarion. “The value of after- 
market sound systems is far superior to 
the factory, and the auto dealer can reap 


Don't call him a “dummy.” This is an “acous- 
tic listener,” whose sensitive ears and com- 
puter brain enable sound engineers to devel- 
op increasingly sophisticated techniques for 
auto sound systems. 


NEW PRODUCT 
BREAK-THROUGH 


@ Removes spots caused by hard- 
water, acid rain, bird droppings 
and cement spots 

@ Replaces compounds and glazes 

@ Effective paint cleaner 

@ Another reason why the TST Sys- 
tems are unsurpassed 


For more break-through information 
call or write: 

Total Systems Technology, Inc. 
65 Terence Drive 
Pittsburgh, Pennsylvania 15236 
(800) 245-4828 - In PA(800) 472-2775 
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the rewards.” 

Deutch says aftermarket systems 
offer a valuable opportunity for “second 
gross sales.” The factory makes a lot of 
money on options, he points out, “but 
dealers give them away to make their 
money on the base vehicle. By selling 
the sound system after the sale, the 
dealer can gross a lot of bucks he 
wouldn't normally. He can also offer the 
customer more features and better qual- 
ity and performance than factory units, 
and he can meet the specific needs of 
each buyer without having to guess in 
advance.” 

Jim Cole, president of Southern Auto 
Sound, the largest distributor of Clarion 
auto sound systems, agrees that profit 
potential is the prime motivator for his 
more than 600 dealer customers. 

“The factory has reduced the dis- 
count level of accessories to such a de- 
gree that the dealer doesn’t have any 
profit opportunity whatsoever,” says 
Cole. “For example, if he buys a factory 
upgrade cassette for $440, and sells the 
car at sticker, which is highly unlikely, 
he has approximately $60 gross in that 
unit. His competitor down the street, 
however, can buy an equivalent after- 
market unit for $290 or $300 and, in 
some cases, sell it for more than the fac- 
tory unit.” 

Cole points out that the features, 
quality and lifetime warranty on his 
products represent a “legitimate advan- 
tage to the consumer” over factory 
stereo systems. “I will stack up my prod- 
uct with any OEM line and | will exceed 
them in specifications and still be 30, 
40, even 50 percent less expensive.” 

“I think the automotive aftermarket, 
and car stereo especially, is misun- 
derstood and largely unknown,” he con- 
cludes. “The problem is that this indus- 
try, at one time, did not enjoy a good 
reputation. The products were not com- 
parable to original equipment and, 
quite frankly, some dealers were instal- 
ling them hoping the customer wouldn't 
notice it was not a Delco, or whatever. 
But we have come a long way in the past 
10 years. At this point, we are far 
ahead.” 

Overcoming the former reputation of 
the automotive sound aftermarket is 
one of the primary goals of ARA/ 
Motorola, according to Sales Manager 
Bud DeAloia. “You can't go in there with 
just a money angle,” he says. “First we 
try to alleviate all the dealer's fears of 
why he shouldn't do business with us, 
then we sell him on why he should.” 


mprovements to products and service are not the only 

| changes automakers have made in response to pres- 
sure from aftermarket sound companies. According to 
CASA, manufacturers have increased the number of “op- 
tion packages” that must include radios. More serious 
charges of coercion by manufacturers’ zone representa- 
tives continue to be heard but have yet to be documented. 
These matters will be raised by CASA as it begins re- 
negotiating with manufacturers its voluntary agreements, 
which expire at the end of the 1983 model year. The associ- 


CASA Seeks to Extend/Expand Delete Option 


sumers about delete options and make them fully aware of 
the full price of an upgraded system, which should include 
credit for the standard radio. 

CASA will also be urging state officials to take action 
against dealers who fail to disclose the option to delete. 
This past May, Tennessee became the first state to rule that 
failure to disclose the radio option is considered a decep- 
tive practice and may be a violation of the Tennessee Con- 
sumer Protection Act of 1977. CASA will be urging other 
state officials to take similar action and to have that disclo- 


The dealer’s biggest fears are lack of 
quality, reliability and service, says 
DeAloia. He points out to customers, 
however, that ARA/Motorola does all its 
product engineering here in the U.S. 
with a full staff of engineers. “We have 
taken all the steps all the way down the 
line—proper chassis size, wiring har- 
ness, power and speaker plugs—to as- 
sure the dealer consistent installations 
and high quality.” 

But the “money angle” is still the 
clincher. DeAloia says dealers can 
make as much as 50 percent more profit 
on his sound systems, “and still sell 
under the OEM units.” Volume dealers, 
he claims, can make $200,000 to 
$300,000 more a year “by deleting the 
factory radio, taking the $47 credit off 
the invoice price of the car, and putting 
in an outside radio. It works,” he says 
with enthusiasm, “or we wouldn't be 
here.” 

As you might expect, auto manufac- 
turers say “nuts” to all these aftermarket 
sound claims. 

Al Krugler, executive engineer for 
Ford's Automotive Entertainment Prod- 
ucts, confesses “a healthy respect for 
the competition,” but says of Ford, “you 
have to believe that a company that as- 
sembles the entire system in an assem- 
bly plant, with a custom wiring harness 
that is part of the vehicle’s wiring system 
and antenna routing and speaker loca. 
tions that are designed in from the 
ground up rather than added on, has 
something going for it.” 

He adds that Ford’s technical center. 
with its “mass of engineering talent,” 
has sound development facilities as 
good as any in the world. As for the 
product, he says, “I would stack the 


ation will also be conducting a program to educate con- 


technical specifications of the Ford Pre- 
mium Sound System against anyone.” 
And, though there isn’t sufficient data 
on quality, Krugler claims Ford’s cus- 
tomer satisfaction rate for its radios is 
the best in the industry. 

But if factory installation favors U.S. 
automakers, cost does not. Here they 
suffer the same price disadvantage with 
sound systems as they do with Cars, 
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sure affixed to the new-car window sticker. CT 
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namely higher labor costs and lower 
productivity than the Japanese, for ex- 
ample. “This affects profitability rather 
than cost,” Krugler points out, “and 
prices to the customer are generally 
competitive.” 

Ron Heiner, national sales manager 
for Delco Field Radio Sales, agrees. 
“We'll probably never win a price war 
with the aftermarket competition,” he 
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For more than 100 
years, this symbol has 
ornamented automobiles 
for heads of state and 
discriminating-motorists 
worldwide. Cadillac con> 
vertibles, limousines, 
and luxury custom 
automobiles by 
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For easy access to NADA member ser- 
vices, use the following direct-dial 
telephone numbers. NADA business 
hours are 8:30 a.m. to 4:45 p.m. east- 
ern time, Monday through Friday. For 
services not listed, call (703) 821- 
7000. 


NADA-Washington, DC 


(McLean, VA) 

Area Code 703 
Accounting 821-7172 
ATD 821-7117 
ATAM Relations 821-7070 
AUTOCAP 821-7144 
Automobility Foundation 821-7120 
Automotive Executive 821-7150 
Communications 821-7120 
Convention 821-7140 
Corporate Secretary 821-7180 
Dealer Academy 821-7216 
DEAC 821-7110 
Estate Planning 821-7270 
Executive Vice-President 821-7100 
Industry Analysis/ 

Dealership Operations —_ 821-7201 
Industry Relations 821-7050 
Legal 821-7030 
Legislative 821-7038 
Media & Consumer Affairs 821-7297 
Management Education 821-7227 
Membership 821-7113 
NADA Newsletter 821-7147 
NADIT 821-7265 
Public Relations 821-7121 
Regulatory Affairs 821-7041 
Retirement Trust 821-7254 
Sales Trak 821-7222 
Services Corp. 821-7077 
Service Systems 821-7219 
Twenty Groups 821-7220 
Used Car Guide Co. 821-7191 


Each of these enclosed, high-tech Bose speaker/amplifiers is designed for a specific location 


in a specific model automobile. 


says, “but the quality we have offsets a 
portion of that price.” Heiner says his 
field sales staff is happy to compare 
Delco units, one on one, in the dealer- 
ship, with any aftermarket system. And 
though he respects the specifications of 
his competitor's products, he points out 
that Delco’s approach is to market by 
benefit, because specifications “don’t 
give you the full story. It’s pretty hard to 
sell sound by words or numbers. You 
have to hear it.” 

“If aftermarket systems are so great,” 
asks Delco Assistant General Sales 
Manager Al Mattaliano, “why are they 
constantly trying to imitate us? Year 
after year they come out with a radio 
that looks very much like ours except 
for the nameplate. That should tell 
people something. It is our feeling that 
they want to make people think they've 
got a Delco.” 

Mattaliano says that the quality of an 
automotive radio depends on its cus- 
tom integrated circuit, and he reminds 
dealers that Delco is the third largest 
Captive integrated circuit manufacturer 
in the world, behind only IBM and West- 
ern Electric. “We have the capability 
and the facilities to put together some 
pretty sophisticated custom integrated 
circuits,” he says. “That is why we feel 
that in terms of quality and reliability we 
will be leading the field for some time.” 

With the introduction this year of the 
Delco/Bose system, Delco appears to 
have taken the lead in premium OEM 
sound. Coupled with a 100-watt Delco 
receiver, each of the four Bose 
amplifier/loudspeakers is acoustically 
“characterized,” or tuned, for optimum 
performance in each individual car 
model in which it is offered. At present, 


that means the Cadillac Seville and EI- 
dorado, Oldsmobile Toronado and 
Buick Riviera, but the system will also 
be available soon in the 1983 Corvette. 
Most sound experts agree that this sys- 
tem is hard to duplicate even in the best 
aftermarket sound salons. 

Mattaliano also points out that the 
Bose Company selected Delco after 
canvassing the world for the best 
mobile receiver. “I think that is a pretty 
good endorsement,” he adds. 

As for aftermarket claims of superior 
service and warranty programs, Mat- 
taliano and Heiner cite Delco’s field 
sales staff, 175 nationwide service cen- 
ters and the Dial Delco hotline, where 
dealers can get the parts, service and 
advice they need within 48 hours. 

Like a lot of dealers, JKJ Chevrolet in 
McLean, VA, continues to buy its radios 
from the factory. “I guess we are just old- 
fashioned,” says JKJ General Manager 
Bruce Dobson. “I know you can proba- 
bly make more money with aftermarket 
radios, and we have tossed the idea 
around, but we would rather avoid the 
aggravation. We're happy with the qual- 
ity and service of Delco products.” 

But a growing number of dealers are 
convinced that the aftermarket offers a 
better deal. It is, in fact, an issue that has 
divided families. At nearby Koons Ford, 
owned by the same family as JKJ, Gen- 
eral Manager Steve Fay reports he is 
“very happy” with his store’s arrange- 
ment with Panasonic. “We make more 
money with fewer hassles,” he says. 

To be or not to be in the aftermarket 
sound business depends on a lot of fac- 
tors. However, one thing is clear: any 
$2-billion-a-year business open to auto 
dealers is worthy of attention. LJ 


_ “BASY RE’” 


HAS EVERYTHING 
—EXCEPT COMPETITION 


Where is the competition? 
No where! 


‘““EASY RE’’™ has no competition because 
it is the reinsurance program designed to 
keep things simple—for you. 

‘““EASY RE’’™ keeps it simple by providing 
everything to make reinsurance work 
right. 


‘““BASY RE’’™ provides: 
ALL required capital investment, 
ALL legal documents and fees, 
ALL management, administrative and 
accounting services. 


And, that’s just the beginning! 
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For more profit making facts about 
“EASY RE’’,™ the reinsurance program 
designed for your dealership, from the 
bottom line, up, call Ted Mudge, v.p. 
sales, 

First Federated Life, 

at (301) 752-5200. 


General Agent inquiries welcomed. 
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Tax Shelters 


T. Barnum’s famous remark about a “sucker being born 
every minute” fits like a glove when it comes to tax shel- 
ters. Not only does the taxpayer often lose his investment, 
he frequently also loses any tax benefits. 

There are two kinds of tax shelters: commercially promoted 
tax shelters and tax shelters you develop and control through 
your own business. 

The Internal Revenue Service has declared war on tax shel- 
ter promotions. The IRS warns that taxpayers looking for in- 
vestments should be wary of promoters offering plans that pro- 
vide tax advantages far in excess of the amount invested. A 
“no” answer to any of these questions should be a clear warn- 
ing: 

1) Would you consider this transaction, apart from the tax 
benefits, if you hoped to make a profit? 

2) Do the shelter’s assets really existand, if so, are they in- 
sured for your purchase price? 

3) Do the facts and supporting documents make economic 
sense? 

4) Can you honestly say the investment plan is not a gim- 
mick to hide the economic reality of the transaction? 

If the promoter offers to backdate documents to the preced- 
ing year or instructs you to backdate your checks, don't get in- 
volved no matter how good the deal looks. Be forewarned: the 
IRS conducts an active tax shelter examination program; sig- 
nificant interest and penalties can be assessed. 

If you are in business, you already own the ultimate tax shel- 
ter. Dividing income among your family and business (or 
businesses) is a natural tax shelter. You can use family part- 
nerships, self-leasing of equipment and real estate, and one or 
more corporations to immediately and legally reduce taxes. A 
qualified retirement plan, an IRA and annuities can all be used 
to accumulate income tax-free until income is distributed. The 
investment tax credit, accelerated depreciation and LIFO can 
also be used to slash current taxes. Best of all, just about every 
type of business can use these concepts. = 


Will the IRS audit your tax return? 

What are the chances your business or personal return will be 
audited? Many factors, including Lady Luck, bear on this ques- 
tion. Generally, the higher your income, the higher your 
chances. The IRS recently released a breakdown of tax returns 
subject to examination (see table). The schedule reveals how 


52 many returns were examined by various categories for 1981. 


IRS interest rate tumbles 

There are many reasons for not wanting to owe money to the 
IRS. One reason is you must pay interest on any outstanding 
balance of tax due. The rate, according to the new law (the Tax 
Equity and Fiscal Responsibility Act of 1982), must be recom- 
puted every six months. Starting January 1, 1983, the new rate 
will be 16 percent (down from 20 percent). The new rate is 
based on an average prime rate for the 6-month period which 
ended September 30, 1982. 

Interest must be paid on all underpayments of tax. The new 
law also provides for a daily compounding of interest after De- 
cember 31, 1982. Therefore, the effective interest rate is higher 
than 16 percent. Fortunately, the compounding rule does not 
apply to underpayments of estimates. 

With interest rates falling, it is not smart to finance taxes due 
with the IRS. In addition to interest, certain tax underpayments 
are subject to nondeductible penalties. O 
This column is prepared as an automotive exclusive for A by Irving Blackman, certified public 


accountant and attorney. All comments or questions pertaining to this column should be 
mailed to: Blackman, Kallick & Co., 180 N. LaSalle St., Chicago, IL 60601. 


Look ... at what 
The Franchised Dealer Group 


Insurance Pian is OFFERING! 


@ $250,000 Term Life Insurance Coverage for Dealers if enrolled in 
NADIT’s Executive Life Plan. 


@ $200,000 Term Life Insurance Coverage if not enrolled in the Execu- 
tive Life Plan. 


*p 50) 0) 0p @ $125,000 Term Life Insurance Coverage available for your spouse. 
2 


@ 10% Stock ownership required for participation. 


At New Reduced Rates 
Monthly Cost 
Age of Insured Per $1,000 of Insurance 

Less than 30 $ .05 
30-34 .08 
35-39 12 
40-44 18 
45-49 30 
50-54 .60 
55-59 1.00 
60-64 1.60 
65-69 2.30 
70 and over 4.00 


Administered by: 
National Automotive Insurance and Service Agency, Inc. 
8400 Westpark Drive 
McLean, Virginia 22102 
(703) 821-7165 


(For more information circle # 21) 


REAL-WORLD 


e Preparing for the t 
REASONS WHY Pe ee ee ee 


through attendance at 


a pahene rer technical clinics or by 
PAINTERS SHOULD reviewing study materials 
BE NIASE CERTIFIED will sharpen their skills. 

© Certification offers the © Certification will make the 


most meaningful and most 
universally accepted 
credential attainable for 
Collision specialists. Cost 
for both tests, including 
registration fee is only $30. 
One test costs only $20. 


Write to: 


motoring public more 
aware of your dedication to 
professional, quality 
service. 


GET THE LEAD OUT — 
GET ’EM CERTIFIED! 


National Institute for Automotive Service Excellence 
1825 K Street, N.W., Suite 515, Washington, DC 20006 


SAVE MONEY! 
With Products from ESP 


NOW NEW FROM ESP 
STT-A Automatic Thermostat Setback Control 


This system consists of the STT-A Control with seven-day timeclock and 
built-in thermostat, a relay for each existing thermostat and remote zone 
thermostats where needed. 


Simply pre-program the timer to reduce air conditioning or heating during 
the non-work hours of your business. Take the human error out of heating 
and air conditioning! 


STT-A will pay for itself in less than 6 months and works especially well with 
our recirculating fans. 


For more facts and purchasing information call the ESP TOLL FREE 
number listed below. 


Save Up to 40% of Heating Fuel Costs 


The ESP Energy Recirculating System gently forces the heat 
down to the floor to keep the thermostat satisfied. This greatly 
reduces the number of times your furnace is called on for heat. 


WRITE: 
800-548-7199 ENERGY SAVINGS PRODUCTS 
P.O. BOX 311 
_IN MONTANA @ 406-252-0480 ai 1 INGS. MONTANA 59103 


(For more information circle # 12) 


(Drunk Driving from page 14) 

cal Friday or Saturday night, at least one 
driver out of every 10 on the road is leg- 
ally drunk and a threat to safety. Very 
few drunk drivers are caught—for every 
one apprehended, an estimated 500 to 
2,000 escape detection or arrest. Even 
those who are arrested are rarely dealt 
with effectively, and many become re- 
peat offenders. 

Join the NADA dealer effort today and 
help organize a program in your area. 
The life you save may be your own or 
that of someone you know. OC 


or further information about the 
F problem of drunk driving and what 
you can do to prevent it, contact one of 
the following groups: 


@ National Automobile Dealers 
Association 

8400 Westpark Drive 
McLean, VA 22102 
(703) 821-7070 
Available from NADA are billboards, 
showroom posters and radio spots 
that bear the message: “If You're Not 
Sober . . . Pull Over.” 


@ Dealers Against Drunk Driving 
% ATANCA 
4330 East-West Highway 
Suite 218 
Bethesda, MD 20814 
(301) 657-3200 
DADD would be happy to answer 
any questions dealers have about 
how to set up an anti-drunk driving 
program. 


@ Distilled Spirits Council 
425 13th Street N.W. 
Washington, DC 20004 
(202) 628-3544 
Available from the DSC are “know 
your limit” cards, brochures entitled 
“If You Choose to Drink, Drink Re- 
sponsibly” and other educational 
materials. 


@ National Highway Traffic Safety 

Administration 

400 7th St. S.W. 

Washington, DC 20590 

(202) 426-1828 

Available from NHTSA are a list of 

suggested activities from National 

Drunk and Drugged Driving Aware- 

ness Week and a 166-page hand- 

book called “How to Save Lives and 

Reduce Injuries.” 


NAAA Welcomes New Members 


hose in the auction industry may not be surprised by 

what follows, but perhaps others will find it interesting. 

The National Auto Auction Association (NAAA) is unique 

in at least one respect: the acceptance of new members. | 

doubt it is a secret that most, if not all, trade and professional 
associations actively seek new members. 

However, the NAAA takes a different approach. It apparently 
prefers to let the mountain come to Muhammad. There is a 
waiting period to join NAAA, and the applicant must be ap- 
proved by other members. And an auction that changes hands 
must surrender its membership and wait a year before apply- 
ing again. 

As a result, some auctions that were members of NAAA in 
1982 will not be members in 1983. Fortunately, for NAAA, there 
is always a backlog of prospective members and the associa- 
tion continues to grow. We wish to join NAAA in welcoming 
the following new auctions: Alexandria Auto Auction, Alexan- 
dria, LA; American Auto Auction, Walpole, MA; Brasher’s 
Southern California Auto Auction, Fontana, CA; British Car 
Auction Group, Surrey, England; Dayton Auto Auction, Day- 
ton, OH; Ebensburg Auto Auction, Ebensburg, PA; Greater 
Quad City Auto Auction, East Moline, IL; Jim Tate’s Murray 
Auto Auction, Almo, KY; Lake Country Auto Auction, Seneca 
Falls, NY; Richard Head's Auto Auction, Columbia, MO; State 
Line Auto Auction, Russell, IL; State Line Auto Auction, Wav- 
erly, NY; and TriState Auto Auction, Amarillo, TX. And, let’s not 
overlook the new associate member, Potoma Leasing Co., To- 
ledo, OH. Some of those names may look familiar, but re- 
member what we said about changing hands. 

We have heard rumors about the British purchasing addi- 
tional auctions, but until we know for certain we will wait to 
talk about it. | have difficulty understanding the notion of “cor- 
porate secrecy” except when such secrecy is demanded by cir- 
cumstances. Anyone attempting to acquire pieces of real es- 
tate would be a fool to make his intentions known. A corporate 
take-over is best accomplished away from public scrutiny. 
Beating competition to a deal may help explain the “hush- 
hush” approach. But if it’s a friendly purchase, why hide? 


ESSE: Te Tn 


Over the past several weeks, I have called many auction 
operators to discuss market conditions. Let me thank all of you 
for your cooperation. | am looking forward to even-more fre- 
quent contacts in 1983. I enjoy the opportunity to visit with so 
many of you, and I value the information you provide. 

There are some auction operators we either have not called 
or have not been able to reach. We are working up a schedule 
and eventually hope to contact everyone. It is astonishing how 
much time one can put in contacting only three or four auc- 
tions a day. How many times have I heard: “He is not in at the 
moment.” One employee's reply aroused in me a mixture of 
curiosity and envy: “He’s here only on sale day.” 

I am led to believe the technology of electronic data pro- 
cessing is still in its infancy and that the best is yet to come. | 
have no quarrel with that. In fact, | hope I am still functioning 
to see what happens. It would be delightful to be wired into 
every wholesale auction and watch the sales data come in as 
quickly as stock market data at a brokerage house. 

One assumes auto auctions are interested in improving 
their ability to serve their customers as is anyone else in busi- 
ness. Relatively few in any walk of life “own” a segment of the 
market; even the U.S. Postal Service is subject to a degree of 
competition. New-car dealers have available to them a basis 
for comparison called performance analysis or 20 Groups. 
This type of idea exchange between auctions may be mutually 
beneficial. Many of us in business sometimes develop a de- 
gree of paranoia about sharing information, and as a result, 
pass up opportunities to learn from others. Although my per- 
sonality tends to put me into the “loner” category, I have learn- 
ed from experience that the best road is that which has fellow 
travelers. Why learn everything the hard way? 

Finally, let us extend our warmest wishes for a highly suc- 
cessful—and profitable—year ahead. 0 


Auction Block is prepared exclusively for AE by James “Harry” Lawrence, editor of the NADA 
Official Used Car Guide. All comments or questions pertaining to this column should be 
mailed to: Auction Block, automotive executive magazine, 8400 Westpark Drive, Mc- 
Lean, VA 22102. 
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Auction Classified 


THE MARKETPLACE PATRONIZED 


BY MORE FRANCHISED DEALERS 
Col” Red’ Oak 


Lor 
es 


SALE EVERY THURSDAY 
10:00 A.M. 


Y Airport Service 


Atlanta Auto Auction 


4900 Bullington Rd., Red Oak, Ga 30272 + 


(404) 762-9211 


TODAY'S USED CAR 
BUILDS 
TOMORROW'S PROFITS 


Desirable, top quality late-model used cars. The 


kind that build profits when new car sales are 
sluggish. They're what you need to stz ay com- 
petitive in today’s market. They're what you'll 
find at your nearest Manheim Auc tion. 

The Manheim Auctions system attracts the 
best dealers . . . and the best previously owned 
cars. It’s the pe rfect way to balance your inven- 


MANHEIM AUCTIONS, P.O. BOX 4667, LANCASTER, PA 17604 
Phone 717/560-4561 


1 MANHEIM AUTO AUCTION, Manheirn, 
Friday Phone 717/665-3571 


tory and adjust vour used car mix for maxi- 
mum sales. It’s the perfect way to give your 
customers exactly what they want—a blend of 
new and used cars in every price range. 

The times are changing. And the best w: ay 
to change with them is to become a regular at 
a Manheim Auction . . every week, 


Pa. 17545 


Va. 22401 
Phone 703/896-4900 
City, Mo. 64127 
Phone 816/241-2614 
Fla. 33802 
Phone 613/964-1551 
Ga. 30272 
TION. Hg Point, N.C SYMBOLIZING 
. N.C. 27261 
Phone 919/886-7091 
, Gibsonia, Pe. 18044 TRUST AND SERVICE 
SINCE 1945. 
Wis, 53108 


The 
Market Place 
of the Northeast 
since 1947 


Featuring: A Full Service Auction 
¢ 6 Lanes © Modern Facilities 


¢ Meaningful Guarantees 
e Special Sales for Manufacturers 
and Lease Companies 
203-623-2617 for information 
% SOUTHERN 
AUTO AUCTION 
BOX 388 
EAST WINDSOR, CT 06088 


AD 


SERVING FLEET 
ACCOUNTS SINCE 1957 


PENNSYLVANIA 
AUTO DEALERS’ EXCHANGE, INC. 
P.O. Box 41 @ York, Penna. 17405 


PHONE (717) 266 - 6611 


Concord Auto Auction 
Hosmer St. off Rt. 2, Acton, MA 01720 
617 263-8300 


Friday is Concord 


Over 1,000 cars on Friday 
Guaranteed Checks and Titles 
Limo Service to and from Airport 


GRAND RAPIDS AUTO 


AUCTION, INC. 
2380 Port Sheldon Rd. 
Jenison, MI 49428 


Tel: 616-699-1050 
Bart Knapp 
V.P. Fleet and Lease 
Member NAAA, Tuesday Noon 


BRASHER’S AUTO AUCTIONS Three 


full-service auto auctions . . . complete 
reconditioning & company-owned 
transports. We welcome dealer, fleet 
and lease business. Member NAAA and 
NAFA. 

Salt Lake. Sale every Wednesday at 
11:00 a.m. 460 Orange St. or P.O. Box 
16025, Salt Lake City, UT 84104. Tele- 
phone: (801) 973-8715. 

Sacramento. Sale every Tuesday at 
11:00 a.m. 4300 West Capitol Ave., P.O. 
Box 405, West Sacramento, CA 95691. 
Telephone: (916) 371-4300. 

Southern California. Sale every 
Thursday at 11:00 a.m. 10700 Beech 
Ave., P.O. Box 870, Fontana, CA 92335. 
Telephone: (714) 822-2261. 


COMMONWEALTH AUTO AUCTION 
Metro Philadelphia's Finest! Sale every 
Thursday, 10:30 a.m. Full Recon Center 
and pick-up/delivery are part of our 
complete service for  fleet/lease 
operators. Call Ken Kimball, (215) 328- 
7100, for details. 


GET RESULTS! 


Automotive Executive Auction 
Classifieds reach the RIGHT people. 


Classified Listings 
6times 12 times 


5 lines or under $25 $20 
Each additional line 3 3 


Display 


Per column inch $60 $55 $50 


CALL TODAY! 
Judy Solomon 
National Advertising Manager 
(703) 821-7160 


INVEST IN FUTURES. 


To compete with the rest of the world, American business 
must have a steady supply of good engineers, managers, 
accountants, chemists, computer programmers — professionals 
of all kinds. 

But colleges that educate these professionals are threatened 
by rising costs and less government funding. Without your 
help, the quality of higher education will decline. And so will 
the number of well-qualified graduates. 

So, please, make sure your company gives all it can to higher 
education. It's an investment in futures. Yours. And America’s, 

Send for our free booklet: "Guidelines — How to Develop an 
Effective Program of Corporate 
Support for Higher ste 
Education.’ Write CFAE, 3 
680 Fifth Avenue, New York, 
NY 10019. 


ee rete 


| HELP PRESERVE AMERICAN KNOW-HOW, 


GIVE TO THE COLLEGE OF YOUR CHOICE. 
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Special Showcase 


Krex diesel fuel conditioner 
is a multi-functional additive for 
use in diesel fuels. It contains a 
concentrated detergent/stabiliz- 
er and a “flow improver” to im- 
prove diesel engine operation in 
cold weather. According to the 
manufacturer, the additive 
helps keep injectors clean, fight 
fuel line gelling, inhibit corro- 
sion and rust, reduce filter plug- 
ging and disperse water. The ad- 
ditive contains no alcohol. Man- 
ufacturer: Krex Inc., Highland 
Park, IL. a 


(For more information circle # 90) 


PDP Group (formerly Pitcher 
Doyle Penn) offers a new insur- 
ance program to help dealers 
retain valued employees. “Em- 
ployee Life Cycle” enables em- 
ployees to accumulate tax-de- 
ferred cash, enables the employ- 
ee investor to earn competitive 
interest rates on contributions 
of as little as $5 a week and pro- 
vides economical family life in- 
surance protection. The plan 
provides significant additional 
benefits, including sickness or 
lay-off continuation. The com- 
pany says that participation en- 
courages labor force stability. 
Families of dealers and employ- 
ees are also eligible. PDP 
Group, Hunt Valley, MD. a 


(For more information circle # 91) 


The new Port-A-Lift 6000 hy- 
draulic lift from Benwil Indus- 
tries Inc. lies flat on the ground 
when not in use, requiring only 
five inches of clearance. In use, 
the lift provides 14, 24 or 28 in- 
ches of under-vehicle clearance 
for “wheels-free” brake and tire 
servicing, as well as for body 
work. The Port-A-Lift has a 
6,000-pound capacity and ad- 
justs to lift most U.S. cars, pick- 
ups and vans as well as im- 
ported cars and mini-trucks. 
Manufacturer: Benwil Industries 


Inc., Torrance, CA. a 
(For more information circle # 92) 


Hess & Eisenhardt has intro- 
duced a new 6-door Cadillac 
formal limousine with the ap- 
pearance of a 4-door. The car, 
which the manufacturer claims 
is quiet, comfortable, versatile 
and luxurious, features two fold- 
down jump seats to increase seat- 
ing capacity from six to nine 
passengers. Manufacturer: Hess 


& Eisenhardt, Cincinnati,OH. = 
(For more information circle # 93) 


Western Diversified has intro- 
duced a new, low-cost F&I sys- 
tem. The computer is the “West- 
ern Diversified CBM 2001 
Series” business system, com- 
plete with video display and 
printer. The manufacturer 
claims the system is easy to use, 
can be custom programmed, of- 
fers lease programming capabil- 
ities and gives complete profit 
recap. The system's 32,000-Byte 
memory capacity enables it to 
store more than 200 transac- 


tions. Manufacturer: Western 
Diversified Life Insurance Co., 
Wheeling, IL. 4 


(For more information circle # 94) 


From Auto Tell Services Inc. 
comes a low-cost desk-top 
computer system, designed 
and priced for dealerships sell- 
ing as few as 35 new and used 
vehicles per month. It is the 
entry-level model of a new fam- 
ily of computers called the Pass- 
key Series, a line of compatible 
software and hardware. Accord- 
ing to the manufacturer, this 
sophisticated software, when 
matched with the advanced de- 
sign technology of the Texas In- 
struments computer hardware, 
is a cost/performance break- 
through for the industry. Man- 
ufacturer: Auto Tell Services 


Inc., Villanova, PA. u 
(For more information circle # 95) 
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Hunter Engineering Co.'s new 
wheel aligner, Lite-A-Line 4, 
provides 4-wheel alignment 
without moving the vehicle or 
switching the instruments. The 
system references all four 
wheels to a common centerline 
to assure precise alignment. 
The Lite-A-Line 4 also features 
an improved lens system and a 
high-intensity quartz halogen 
light source to provide an image 
200 percent brighter than previ- 
ous Lite-A-Line models. Conver- 
sion kits are available to update 
existing Lite-A-Line models to 
the new capabilities. Manufac- 
turer: Hunter Engineering Co., 


Bridgeton, MO. 7 
(For more information circle # 96) 


Bear Automotive Equipment Co. 
has introduced a new comput- 
erized diagnostic system. 
The unit contains program mod- 
ules that perform the specific 
functions of an engine analyzer, 
battery tester and gas analyzer. 
The primitive tests of tach, dwell 
and amp are combined in a single 
module. According to the man- 
ufacturer, the software can be 
structured to meet any specific 
requirement desired. The unit 
has been designed with exten- 
sive graphics capability to re- 
duce the operator skill required. 
The use of a single cathode ray 
tube avoids the confusion of 
monitoring two video screens. 
Manufacturer: Bear Automotive 
Service Equipment Co., Mil- 


waukee, WI. ua 
(For more information circle # 97) 


The new Classic Coupe roof kit 
from E&G Classics Inc. is desig- 
ned for the Chevrolet Cavalier, 
Pontiac J-2000 and Buick Sky- 
hawk. The kit incudes left and 
right inner and outer single win- 
dow block-outs, a rear window 
block-out, padding and vinyl 
material, a stainless-steel targa 
band, Classic Coupe emblems, 
moldings, hardware and instal- 
lation instructions. Manufac- 
turer: E&G Classics Inc., Colum- 
bia, MD. C) 


(For more information circle # 98) 


The Jenny Division of Homestead Indus- 
tries has introduced a barrel-mounted 
pressure washer. The washer uses a du- 
plex pump designed to sit on a 55-gallon 
drum. The unit produces a 600-psi clean- 
ing spray at 3 gpm. A 3-way valve permits 
the operator to select several modes of 
operation. Manufacturer: Homestead 


Industries Inc., Coraopolis, PA. + 
(For more information circle # 85) 


_ Showcase: what's New On The Market 


Rough idle in diesel engines can be pin- 
pointed with a new attachment that 
tests cylinder balance, according to 
Owatonna Tool Co. The diesel rough 
idle harness works in conjunction 
with OTC’s Digital Multimeter to deter- 
mine whether poor compression, faulty 
nozzles or bad glow plugs are the cause 
of idling problems. Applicable on all 
diesel engines with glow plugs, the de- 
vice is equipped with a 5-foot leads and 
a rotary selector switch to test up to 
eight cylinders individually. Manufac- 


turer: Owatonna Tool Co., Owatonna, 
MN. a 


(For more information circle # 86) 


ROCOR 
FIxX<-! 
"LINE OMUSEL 

PROOF PRESSURE 100 psi 
MAXIMUM FUEL FLOW .25 gpm 
FUEL LINE 3/8" MAXIMUM 


rUEL HEATER 


Raco Industries Inc. claims its new in- 
line fuel heater helps solve cold wea- 
ther diesel fuel problems. The RX-1 
keeps diesel fuel above the cloud point. 
Heat is transferred from a center core 
tube containing hot radiator fluid to the 
cold diesel fuel circulating around the 


inner water tube. The two liquids move 
through separate compartments to 
eliminate the possibility of internal 
leaks. Manufacturer: Raco Industries 
Inc., Modesto, CA. a 


(For more information circle # 87) 
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The Clausen Co. claims its new spray- 
able plastic filler offers several advan- 
tages over other products: it exhibits ex- 
cellent water resistance, allows either 
wet or dry sanding, can be sprayed di- 
rectly on bare metal, needs no previous 
surface preparation, can be painted 
without additional primers and surface 
sealers and prevents body filler “bleed 
thru” under light colors. Manufacturer: 
The Clausen Co., Fords, NJ. os 


(For more information circle # 88) 


MGW Manufacturing Corp. has an- 
nounced a new complete range of con- 
stant velocity boot replacement kits 
for domestic and foreign cars with front- 
wheel-drive. Each boot comes with 
clamps and a tube of specially formu- 
lated MGW-PTFE Teflon grease. Man- 
ufacturer: MGW Manufacturing Corp., 
Bohemia, NY. 


(For more information circle # 89) 
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100% SYNTHETIC 
UNIVERSAL 


AUTOMATIC | 
TRANSMISSION 
FLUID 


FOR USE IN ALL cys? 
AUTOMATIC TRA™ 


AMS/OIL Inc. has introduced a new 100- 
percent synthetic automatic transmis- 
sion fluid. The manufacturer claims 
the product demonstrates superior per- 
formance characteristics in a wide vari- 
ety of automatic transmissions, and has 
been fully tested to meet and exceed all 
performance requirements for Dexron 
II, Ford Type F and Ford M2C138-CJ ap- 
plications. The maker says the fluid may 
be used in any automatic transmission, 
and can be used in power steering units 
as well. Manufacturer: AMS/OIL Inc., 


Superior, WI. o 
(For more information circle # 81) 
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Kustom Fit Manufacturing Co. has intro- 
duced the Imperial Trucker Seat, a 3- 
person seat with fold-down center 
console, all-steel construction and no- 
Sag spring suspension. The manufac- 
turer claims its use of orthopedically 
contoured foam offers optimum com- 


Calculated Industries Inc. has designed 
a new financial calculator to aid in 
the computation of interest rates and 
payments. The simplifed Loan Arranger 
Financial II includes preprogrammed 
functions for credit life, APR and add-on 
interest, payments and finance charges. 
Manufacturer: Calculated Industries 
Inc., Orange, CA. a 


(For more information circle # 83) 


A new tool set designed specifically for 
servicing the air-conditioning compres- 
sors produced by Japanese manufactur- 
ers has been introduced by Draf Indus- 
tries. The set contains the specialized 
tools necessary to replace seals, 
clutches and clutch bearings on com- 
monly used compressors without dupli- 
cating the basic air-conditioning ser- 
vice tools found in most shops. The set 
includes 26 tools and illustrated in- 
structions covering service procedures 
for each compressor. Also included is a 
steel tool box with a separate storage 
space for each tool. Manufacturer: Draf 
Industries Inc., Bedford Hills, NY. a 


(For more information circle # 84) 
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te Se Beate Ma. 
fort. The new seat is available in a wide 
variety of fabrics and is easily installed 
in most popular full-sized pickups. 
Manufacturer: Kustom Fit Manufactur- 
ing Co., South Gate, CA. a 


(For more information circle # 82) 


The Loan Arranger ™ 
FINANCIAL II 


Information and photographs of products listed in Showcase 
have been provided via manufacturer's press releases. A 
product's appearance in this column in no way implies en- 
dorsement by either NADA, the NADA Services Corp., or auto- 
motive executive magazine. 
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_ Join the winners today! Call 1-800-331-4065 to discuss your winnings with an 
_ Adesco professional. 


“Winning Guaranteed — With Adesco” 


Winning at the roulette wheel requires a goodly amount of 
luck. Winning in your business requires 

skill. Skill at making the right 

decisions, selecting the right % * ef, 
people, and the best | we. ' 
products ane ys 

services 
avail- 


— 
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important 
part of your 
dealership is 


service it provi 
ers and profits it 
If your Finance Insurance Depart- sis 
ment is not performing in the manner 
you expect it to, perhaps you need Adesco 
to help make it a winner through: 


® Compaaave, fully ins ice Agree- 


P= : nd ealth Insurance » 


Surance Training and Development that orofilite 


adesco, inc. A 
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START YOUR OAKLEAF SYSTEM sj 
FOR ONLY $7,900 


Just $7,900 starts you computing with the Oakleaf SX-350. As your needs grow, you can upgrade your SX-350 to the Oakleaf 
MP-16. heart of the advanced Automotive Showroom Profit System™ The MP-16 System configuration pictured here with 
MP-16. Winchester Disk Storage System, Modem, SX-350 and four CRT Remote Terminals costs less than $30,000 and can 
be purchased all at once. ..or one component at atime. There are a variety of Oakleaf configurations available. One is precisely 
right for your dealership. For more information how Oakleaf Automotive Computer Systems will bring in more buyers and 
make your dealership more profitable, call Barbara Jennings, National Marketing Department, (800) 423-3681, or in 


California (213) 993-1223 collect. 


SALESMAN “With 
: this Oakleaf terminal, 
OFFICE SECRETARY I can put a better deal DEALER “I chose the 
My Oakleaf SX-350 together, easier. I al- Oakleaf computer 
is accessing informa- ways know what's in system because its 
tion in our MP-16 to our inventory, and I’m State-of-the-Art 
word process personal- selling more options.” technology makes it 


ized letters to pros- 
pects. I’m told we're 
selling more cars now. 
Also, I make sure the 
inventory is kept up- 
to-the-minute.” 


LEASING MANAGER 
“I like being able to Z. i 
structure a lease deal > . 
on my own screen 
until it is just right, | 2 
\ 


then have the printing / 
unit in the office do 
the paperwork.” 


flexible, yet it is inex- 
pensive compared to 
other systems. My CRT 
gives me greater con- 
trol over my store.” 


a 


SALES MANAGER 
“This Oakleaf CRT lets 
me manage the deals 
better. It reduces 
paperwork and gives 
me more time to work 
with my sales force.” 


4 
19737 Nordhoff Place 
Chatsworth, California 91311 
(800) 423-3681 (213) 993-1223 


